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‘Eidetic’ Pen ‘Lurns,’ Teases Readers, 
Makes Dealers Happy, in Parker Ad Series 


JANESVILLE, Wis., April 8—The 


which has spent $17,000,000 adver- 


“human interest” approach—com- tising the “51” since it was intro- 
plete with sex—used by Parker duced 12 years ago, has appropria- 
Pen Co. for the current drive on ted $350,000 to extend the series 
its “51” pen has the customers beyond its three March-April in- 


reading and the dealers happy,'sertions. Counting the company’s ° 
heavy expenditures for dealer-co- | : 

The pen and ink firm reports operative newspaper advertising, | Jie 
that readership of the campaign’s this means a 1953 ad budget of) 


says Parker. 


first two magazine insertions, made | $2,000,000, Parker told AA. 
during January and February. 


Nowdopenmnneev-mr P&G, Other Big Sponsors Forced 


Commerce Chiefs 
Revert to ‘Buyer 


Beware’: Spingarn 
WASHINGTON, April 9—Federal | 


wo Wedenals Whanlpeo 


to New Tactics by High TV Costs 


Ventriloquist Replaces 
Skelton; NBC-TV Has 
‘Show of Shows’ Woes 


By Maurine Christopher 
New York, April 10—This will 


when consumer pen buying is tra- 
ditionally dormant, was shown to 


| we Suds-Miser xe «7 Rinses 
® Parker’s current campaign is) 


Trade Commissioner Stephen Spin- | be remembered as the spring when 
garn warned today that the Com- | SPonsors began doing something 


/based on tantalizing headlines 


be the highest ever accorded a |eading in to sales copy describing | 


pair of ads promoting the “51.” the “51” pen point, which, says 
Further evidence is that Parker, | Parker, adjusts automatically to 
the writing characteristics of its 

user. Resulting heads include: 
“This is a left-handed Parker 51 


mine the sex of a Parker 51 Pen” 


es (February—AA, Jan. 19), and) 

“Parker 51...the pen with the eide- 

tr tic* memory” (March). Eidetic 

Your Pideer ST Ren} lurns everything. memories, explained Parker, are 
#2 ; photographic. 


xcept how to spell 
esas alages athe The four ads scheduled for May- 


: August continue the pattern, but 
ES! with a gift flavor added for the 


heey 


cials appear to be engaged in an} 
attack on the basic policies which | 
provide for the FTC’s fight against | 
~ false and misleading advertising. | 

| He said statements by Commerce | 
WONDERFUL WHIRLPOOL—This full-page Secretary Sinclair Weeks and his’ 


scheduled in the June Ladies’ Home Jour- | 


| nal by Whirlpool Corp., St. Joseph, Mich. fer, before the Senate small busi- | 


P | 
ness committee last week read sus- | 


| Half and two-thirds page adaptations of | 


the ad will run in Farm. Journal and Pro- piciously like an effort to turn the | 
gressive Farmer in May and in Better Clock back to the outmoded theory | 


Homes & Gardens and Household in June. of caveat emptor—let the buyer | 


Post Office to ee 


| 
| 


He was the first FTC member to | 
_take exception to testimony last. 
week in which Secretary Weeks) 


merce Department’s new top offi- |More than complain about TV's 


skyrocketing costs. They learned 
how to say no. 

As a result, the big lavish tele- 
casts are having more headaches 
than a Democrat in Washington. 


Not that there is anything ap- 


pen” (January); “How to deter- color ad for its washing machines has been | 2 <i ctant secretary, Craig Shaef- /proaching a mass exodus from the 


advertising medium that. still 
spells glamor to many heavy 
spenders. On the contrary, most 


|sponsors look around for a more 


modestly budgeted program and 
stay with television when the price 
of a comedian, plus three guest 
stars, 20 chorus girls and seven 
writers, becomes too much for 
them. 


WORD GAME—Eye-catching words like 
“urn,” “sex” and “eidetic’ sharpen Parker 
Pen Co.'s recently extended series on its 
“51” pen. The idea is that the “51” point 
learns and remembers the sex and writing 
characteristics of its owner. 


~\try Gentleman, 


graduation pitch. Thus, the May 
jad is headed “A Parker 51 pen 


~~ | graduates in 8 hours.” It will run 


\in The American Weekly, Coun- 
Esquire, Life, 
| Newsweek and The Saturday Eve- 
ning Post. 


The remaining three ads in the) 


| series (so far) will appear in Life, 
Newsweek, The New Yorker, The 
Saturday Evening Post and roto 
newspapers. 
J. Walter Thompson Co., Chica- 
| go, is handling the campaign. 


House Members Scoff at Need for 
Censuses of Business, Manufactures 


WASHINGTON, April 
House appropriations committee 
hearings are any indication, the 


funds for the 1953 censuses of, 


business and manufactures « face 

tough sledding in Congress. 
Commerce Secretary Sinclair 

Weeks is standing behind the re- 


9—If the 


suggested that Secretary Weeks 
come back after he has had a 
chance to give the Census Bureau 
a thorough reexamination. 

“The thing which bothers me 
about these censuses,” he said, “is: 
What earthly use are they after 
you get them done?” 


quest for an appropriation to take 


the big economic censuses on 
schedule, but House appropriations 
committee members implied that 
the censuses should be postponed. 

Rep. John Taber (R., N. Y.), ap- 
propriations committee chairman, 


Cleveland PO Chief 
Plans 10% Penalty 
for Late Mailers 


CLEVELAND, April 8—Postmaster | 


Joseph F. Prosser plans to lower 
the boom—by increasing the post- 
age rates—on business firms here 
which, he claims, are putting met- 
ered letters into the mail too late. 

Postmaster Prosser said he is 


tired of having the post office take 


the critical rap for companies that 
postmark their mail one day and 
then don’t deliver it to the post of- 
fice until the next day. 
“The law allows a 10% penalty 
on the postage of mail brought in 
(Continued on Page 78) 


@ Rep. Cliff Clevenger (R., O.), 
census appropriation subcommittee 
chairman, complained that the 
census figures are too old to be 
useful to business. 

“Most of the oil companies 
check weekly with their people. In 
the J. C. Penney, Sears and Mont- 
gomery Ward organizations every 
manager reports on the employ- 
ment in his particular town. The 
A&P chain does the same thing. 
Kroger, too. 


private services. These are keen 
_and up to date. They give a busi- 
ness man time to act before the 
thing happens, and they do not 
wait to tell him what happened 18 
months or two years after it hap- 
pened.” 

“We have had this in the com- 
mittee for the past six years. There 
would be the heads of the big in- 
stitutions who would write us and 
tell us: ‘For heaven sake, cut this 
out and save the money.’ 

“Then there would be some little 

(Continued on Page 4) 


Seek 35% Hike 
in Catalog Rate 


| WAsHINGTON, April 9—Postmast- 
,er General Arthur Summerfield 
|/announced today that he will go 
|before the Interstate Commerce 
Commission Tuesday to seek ap- 
proval of a 35% increase in the 
/mail rates for catalogs. 

This is in addition to the 35% 
_inerease in parcel post rates which 
‘the ICC had already agreed to 
consider on Tuesday. 

_ The department’s action in the 
catalog field caught the users off 
guard. The decision to apply for 
/an increase in parcel post rates had 


_been announced weeks in advance 


be the formal application, but the | 


increase for catalogs was sprung 
|less than a week in advance of 
hearings. 

Catalogs and parcel post are 


told the small business committee | 
that the manufacturer of AD-X2, 
a battery rejuvenator, “has suf- @ Latest to lower the ax on a 
fered severely at the hands of| “name” performer is Procter & 
certain bureaucrats.” 'Gamble, the country’s No. 1 ad- 
_vertiser. Red Skelton, whose con- 


. Secretary Weeks had already tract with the soap company two 
intervened to obtain suspension of Y€@Ts ago was hailed by his man- 
a fraud order which the Post Of-| 28€r as a $9,000,000 to $10,000,000 
fice Department has issued against | S¢ven-year deal, was not renewed 
Jess M. Ritchie of Oakland, Cal., for the 1953-54 season. 
manufacturer of the product. | Mr. Skelton had a happy first 
He reported that he had fired | Year on video for P&G. For a brief 
Dr. A. V. Astin, head of the Na-| Period he drove Milton Berle out 
tional Bureau of Standards, and | of the top rating spot. His second 
/was appointing a committee to Sseason—with the show moving 
evaluate the research which the from 10 p.m. to7 p.m., EST (NBC- 
/bureau does to support FTC ad-| (Continued on Page 78) 
| vertising complaints and Post Of- 
fice fraud cases (AA, April 6). | 
| “As a practical man, I do not Scott Paper Sales 


_see why a product should be de- | 


nied an opportunity in the market | Zoom and TV Gets 


place,” the Secretary said. “I be- 

lieve that the purpose of Congress) Much Credit for It 

in establishing the Bureau of | ‘ E 
Standards and in giving powers| . CHESTER, Pa., April 9—Televi- 
to such agencies as the Federal | S!0n can take a big bow. 


“Business concerns already have 


virtually the only major mail serv- Trade Commission and the Post | 


(Continued on Page 8) (Continued on Page 79) | 
| 


- 
_ Last Minute News Flashes | 
Leo Peters Pushes Jelly-Mold Butter, Margarine 
Cuicaco, April 10—Leo Peters, inventor of the fabulous margarine 
squeeze bag, is back in business with a new contrivance. Once the bane | 
of butter makers, Mr. Peters is now selling margarine and butter pre- 
| Shaped in spiral molds “just like Grandma made it.” His year-old firm, 
/Gracious Foods, Evanston, IIl., has just kicked off a six-week Chicago | 
area ad drive on “the Gracious Way,” using newspapers, radio and TV. | 
Russel M. Seeds Co., Chicago, is the agency. 


Green Giant Offers Tray with Rockwell Scene 


Le Sueur, Minn., April 10—Green Giant Co. is trying something new 
|in premiums—a seven-color lithographed tray showing a Norman 
Rockwell painting (used 10 years ago in a Green Giant ad). Ads in 
This Week Magazine April 26, Everywoman’s, Family Circle aud Wo- 
man’s Day, plus radio and TV, will offer two trays for two labels and 
$1. Leo Burnett Co., Chicago, is the agency. 


Dant Bourbon Promotion Backed by Record Budget 


New York, April 10—A record budget for J. W. Dant bourbon whisky 
for newspaper and business paper advertising through Aug. 31 (ex- 
ceeding the ad total for any previous entire year) has been set up by 
the Melrose division of Schenley Distillers. Starting Sept. 1, a new ad 
budget for the Dant line is expected to exceed $150,000, another record. 
Dant is now using 1,000-line ads in previously “unadvertised” areas, 
and 400 and 600 lines in previously “advertised” areas. 
| (Additional News Flashes on Page 79) 


| 


Scott Paper Co., which began 
using the medium nationally last 
October, reports sales of $37,522,- 
006 for the first three months of 
1953. This figure—ans increase of 
12.9% over the comparable pe- 
riod in 1952—sets a new quarter- 
ly high for the company. 

Thomas B. McCabe, Scott's 
president, attributed this happy 
state of affairs to several factors. 
Among them: more salesmen and 
more advertising. The latter in- 
cluded the widespread use of TV 
for the first time. Mr. McCabe also 
pointed out that Scott improved 
several of its products—the wet 
strength process was applied to 
facial tissues, for example—and 
introduced a paper napkin. 


® Scott made its network TV bow 
last October with a_ bi-weekly 
show, starring Patti Page on NBC- 


|TV. Three months later the paper 


manufacturer became a _ partici- 
pating sponsor on “Omnibus,” 
CBS-TV. In January the company 
moved in as co-sponsor of the kid’s 
ol “Ding-Dong School” (NBC- 
TV). 

J. Walter Thompson Co. is the 
agency for the telecasts. 


Dee ae eee | Seeger ieee Fy Stee i pore se. Fee cea We Agee ay ae ah Sarena tes 4 Piva riaes ih Se beget ns TS adres oo et i Ts eee te Ly ipa ORD Poa teers eke ae Renee eh Oe eS 
DORE SN A Ip Capra SERRE a i Eek Ae Ba Naas areata Ne aN Cees wae re i Nome ie ae REIS ip a ORE emma ene oe SUS ay eS ee CSE li eek) 2 ele Sat ae ee eee c-Si ac tee mae: , eee t\ Nt oe eee 8 ages i ae 
Cane Parts day 5th, ge Res  S2 ATS Ca A Al A ee cet ae REE = tne aang sie hs ae ae SMR PERS aero iA : ES Ti RR ME ED el : i LSE be ER SRE carlo 2 eal ae : A”! eM iy 8 ak cae. ae 
Z ; cee dl ee it ee ee ie ae i ; = ae Senin Fy pee mer ee wt * oe ere rm a i gat ae, ; . oe res ‘i 
wre i z re ; rat fhe = : x. prey fro fete bias cae - “i : a eee 7 s ee +5 yl INE! Peaaet aa ED reas eis 2 Sa ele ae a4 so 
aise oe eit Sere peas aaei s+ Say o echo g te Se” eer ac. ae ales - ail ale Jo ge gig ita, ali has eS Cats SINE es fe Noe si pie earn Sas ae oe vey. Oy aes cl a SEIT! Ce a aca i, RM pes 
si difeetts. yee Pn oe eee A fee UM Z ater: Syeda ca EG oie a Per a alee oie co eS 9 De 1 haat BEN AN ek eee wn 2h ey ee 8, eee ee a Soa CG Atal an se ce Sipe Sp imi. a ee Aer AOE i ho Male Rite he tee ‘eae 3 Ek 
ee PMTAE ies ese ee ; mt ee ee ic ee ree es Te meee) eae ec ae is ees i eins, “oats «| eammpetae rene yen oe = eel ale 
ls ge aR al 5 one Baremea a Oe Par eta Pere cee tas at si er ay wre miaaeie See te ae a ae Sr, A ee. ee igae Gaaeeees 2 By Sehnee Wiles} Seles ES 2 pele et Pg en! SS oy a eo oe Sees ar eer Se ‘3 
ae ee - . ue : aes omeiiias ; Sees = 7 : Br ee. 
a ooo 2 ; 2 : : foe 
ge ‘cr. A : ; 
es ait ; Ce eT . . : 
Pte Poi 3 a aa 
ae. z oe 
ae ae ce 
tee a — a 
Ge ee 
Nic game tod oss 
= a Rett, Ns 
i es sae 
ace — 
soe 
oF out 
i: 

as Ws 
ae: : 
ee 
(Soe 
par ekg _ 
ee nae 
a 
ee |) at 

ees : 
: Seen 
. sd 4 bs . es | 6 # 
c ae? Pe f ; ie Bs 4 . , 
: 
ea + i. 
ate — 
ila pe, eet TT aa = ae 
epic - ss i ote mM. eae 5 on 
paste aes , * Sop To re 
Ft ee ote ee | ee a ae 
es oa Ata Se 2 “ mo a ae <a teeee 
: ~ eae . ; _ Set ee, 
ue Te - . : =. = se 
fc © tf Me’ eS 
ae Sree - * j= — ' as 
ne : 4 ie = eee : ane 
: ae i ’ oS “ay Pi tele 
rank - ; ‘ = aq oe 
wo oe i i a eee 
se } : SES ee tate (Fae 
be ree Bes ity AN 
ee : a = nae 
Sap ee | ¥ sia ara. 
: Neale aes 
rae = Sica 
Mew ke 
aes ; Se 
fz ri. Ui 4: : 
ay Be eae 
airs pect Sona 
Bey oe 
re Poa 
selibs aoa 
aa = ace 
orto years 
Be pene 
Soe ee io 
eto Bie uo. 
iat ’ Mes 
. 
: ; e 
ie: ee ae 
a a > gee 
F . m ae 
iets ee 
nen See 
ae ee ee 
oe PES oe oa 
eas a Ade 
‘ere 
Faire Re ut 
Maes ; ee ; 
Papa edionertge ve fe ce Leite a the pee se nie : ih 
F Foteey 0° Dew > 807 ead Se ents oF oe Wan ofan < re iy, 

Lae se ea ea Cet me ee vin a te - Agee sy 
aes imerwarerumnweem  kvt tht sete sees aie ne, 
Pi Seat - 
alae co omnen aimee - wna = tor eee 2 
hes Sei ~ rene ~ > A ee ie : re ~ 
eos ; PPA § 8 ‘ anannen oe ~ et ages 
recy . . , , “ ed a: 
See seoae wipe sai : - oe ee 
ea Socsnpi aes coms neve Rite we asm ‘ 3 Res i ea 
eM seem. tm is te po ah. hy pio = 
oe Oe ee - ~ hon | : 
pee ie . cos 

Bet the ane, tnprme Packes “it” come ot yume pwn tome! 1 ae ee 
= : eee ily 
Se aa, Urn 
laren Sree ene 

y oe ib: ee 
ae ee 
es ae See 
pane phos 
i Sy a 
eae hae 
fies Eee ri oe 
Ae Res Sue 
ae see, ony. 
ees sare i, 
a ae ae A ele! 
eae Saati A Eos 
eS Be cae aid 
PET any, Sen at 
: ee Sy 4 
oe 
ss egeal ah WY 
ae ee 
oe i 
te a | Ts Bee 

: eda 
ce 
ee he 
eae ; 
ee ; A 
gD ice 

ese ee a 
‘ > ay 
— ee a 
A F ] : i eli 
chs u . " » 7 eid a ee? ee) bet rarcee io rf E i, ae 5 = ee f “% 8 abe ei 2 . } ‘ ea an eas) ee ere ‘ ‘ei 1 ahs =] pees oF 


Editorial-Type 
Copy Is Okay, 
Robinson Says 


it Gets More Attention, 
Industrial Admen Told 
at New York Meeting 


New York, April 8—‘“Objection 
to editorial type ads or news treat- 
ment in ads is based on miscon- 
ception and misunderstanding. An 
advertiser doesn’t have to ape the 
text pages of a particular paper or 
magazine. He should present facts 
of interest to readers as interest- 
ingly and originally as possible.” 

That statement was made today 
by Dr. Claude Robinson of Gallup 
& Robinson, advertising research 
authority, at an all-day meeting of 
the Industrial Advertising Assn. of 
New York. 

Proper use and presentation of 
news is an unexploited field in ad- 
vertising, he said. Use of news 
techniques in advertising in 1950 
was about 7% of total advertising. 
No tabulations were made in 1951 
or 1952, Dr. Robinson said, but he 
declared there has been a marked 
increase in the use of news as ad- 
vertising copy. He also intimated 
that he believed it is likely to in- 
crease. 


s In hundreds of cases tested by 
his organization, he said, it has 
been clearly demonstrated that 
people delight in ads that talk 
sense and give news. 

In name registration tests of ad- 
vertising copy, Dr. Robinson said, 
it has been demonstrated time and 
again that the orderly presentation 


(Continued on Page 80) 


Champ’s Biggest Ad 
Drive Set to Sell 
More Men on Hats 


PHILADELPHIA, April 7—With its 
sales continuing to rise, despite a 
reported downward trend in the 
industry since 1947, Champ Hats 
Inc. is taking the lid off the largest 
advertising campaign in its history. 

Promoting its fall line to retail- 
ers, the company is running four 
pages this month in Daily News 
Record and two spreads, on the 
10th and 24th, in Men’s Wear. 

Consumer advertising, scheduled 
to appear during the traditional 
peak buying season, will run in 
the October and December issues 
of Esquire, the September, October 
and November editions of Life, 
and in November in the New York 
Times Magazine. 


s “This is in line with the policy 
announced by the company last 
year to double its sales volume in 
five years,” officials said. In 1952, 
Champ Hats, which is rated the 
fourth largest hat manufacturer in 
the nation, increased sales 14% 
above 1951 levels and has in- 
creased sales volume by 35% in 
“the past three years. 

The company is also distributing 
display materials, newspaper mats, 
and other sales aids to its more 
than 4,000 dealers throughout the 
U. S. 


Robbins Appointed Orkin A.M. 


Leon R. Robbins Jr., formerly 
advertising and sales promotion 
representative in the southeastern 
district for Westinghouse Electric 
Corp., has been appointed adver- 
tising manager for Orkin Extermi- 
nating Co., Atlanta. 


Millers Forge to Howard 
Millers Forge Mfg. Corp., New 
York, has switched its account 
from Hirshon-Garfield, New York, 
to E. T. Howard Co., New York. 


Recipe Service 


Pillsbury Going to 
Paris for Gourmet 


MINNEAPOLIs, April 8-—The gour- 
met is getting to be a popular ani- | 
mal, to judge from the new recipes | 
being set up for housewives by 
Pillsbury Mills Inc. 

As a supplement to its Grand 
National Baking Contest recipe 
service (AA, Oct. 6, ’52), Pills- 
bury’s home service department is 
now going into “old world” recipe 
production in a big way. 

First, a Pillsbury European Re-_ 
cipe Service Center is being estab- | 


lished in Paris on a continuing ba- | 


sis. From it, a fortunate band of | 
culinary experts will rove all ov-| 
er Western Europe hunting up out- 
standing recipes from homes, fam- 
ous restaurants, wayside inns and 


wherever. 


® Then, about Oct. 1, a first group 
of the recipes will be made avail- 
able in folder form, free of charge, 
at grocery stores throughout the 
country. Finally, several weeks la- 
ter, a much larger selection will 
be issued in packet form for a 
small sum. The packet will contain, 
along with each recipe, a descrip- 
tion of the place where it was dis- 
covered, says Pillsbury. 

Though each recipe will be 
adapted to American measure- 
ments and_ generally familiar 
American ingredients, Pillsbury 
says it plans to maintain a 
“uniquely European” flavor, in 
contrast to the distinctly American 
taste appealed to in its Grand Na- 
tional recipes. 


Two Name Jackson, Haerr 


Parkhurst Mfg. Co., Sedalia, Mo., 
and Howel Beverage Co., Peoria, 
Ill. have appointed Jackson, 
Haerr, Peterson & Hall, Peoria, to 
direct their advertising. Parkhurst 
will use trade and consumer pub- 
lications and publicity. Howel’s 
promotion includes newspapers, 
radio and TV and display material. 


Emery Advertising Names 4 

Emery Advertising Corp., Balti- 
more, has promoted William A. 
Hatch, v.p., to executive v.p. 
William B. Lebherz Jr. has been 
named a v.p. and a member of the 
board. Burton F. Davis and Robert 
I. Highleyman have been made 
V.p.s. 


Staples Named Agency V.P. 
George W. Staples has joined | 

Advertising Associates, Louisville | 

agency, as a V.p. , 


Md a hgh oe Frye tJ 
i eh 


BOTTOMS UP—A carrier of advertising and 

much more besides is this bleacherites’ box 

seat used by Dr. Pepper Co., Dallas. Sport 

Seat Co., Columbus, Miss., is the manu- 
facturer. 


Ad-Carrying Seat 
Takes Strain Out 
of Sports Watching 


Co._umBus, Miss., April 7—An 
ad-carrying box seat for every 
bleacher fan is the goal of Sport 
Seat Co. here, maker of a new con- 
traption to take the strain out of 
sports watching. 

Dr. Pepper Co., Dallas, has al- 
ready started using the year-old 
aid to restful benchwarming, 
which Harvey Myrick, its inventor, 
calls “tops for bottoms.” 

Constructed of lightweight cor- 
rugated fiber board, Mr. Myrick’s 
Sport Seat has a protective seat 
cushion made of three-ply layers 
of fiber board. A handgrip is 
punched through the backrest for 
carrying the contraption, which 
folds flat when not in use. 


® The backrest, which incidental- 
ly protects you from enthusiastic 
kicks from the fan behind you, is 
ideal for large-size color advertis- 
ing imprints, says Mr. Myrick. The 
announced price to advertisers is 
21¢-27¢ per seat, depending on the 
size of order. 

The makers of Sport Seat make 
yet another claim for their ver- 
satile gimmick: held over the head, 
it makes fine protection against 
rain and sleet, and (they fail to 
add) flying pop bottles. 


‘Milwaukee Journal’ Sets Up R.0.P. 
Color Service for Other Newspapers 


Costs Cut by 


‘Live’ TVSets 


New York, April 8—At a time! 
when everybody is talking about | 
the high cost of television, Erwin, | 
Wasey & Co. has come up with a) 
TV production technique designed 
to save the sponsor money on his | 
commercials. 

As explained by James C. Doug- | 
| lass, v.p. in charge of radio-TV for | 
|the agency, this innovation is a/ 
substitute method for showing the | 
| product in a “live” setting. 

This development came as a re- 
sult of a production problem pre- 
sented by Admiral’s commercials | 
on Bishop Fulton J. Sheen’s tele- 
cast on DuMont. The agency had 
only ten feet of working depth in 
which to stage the commercials | 
for Admiral’s home appliances. 


® Mr. Douglass rejected film as 
“not being sufficiently lifelike for 
precise demonstration of models.” | 
Photographs, slides, etc., were ve- | 
toed for the same reason. 

The agency had had consider-| 
able experience in using miniature | 
room settings with miniature prod- | 
ucts to save space and speed up| 
camera traffic, but found the cost | 
of good models (up to $600) pro- 
hibitive for the hundreds of mod- 
els in the Admiral product lines, 
let alone the cost of the miniature 
settings. 

The solution hit upon by the 
agency combined the use of rear- 
illuminated, retouched color trans- 
parencies (one foot square) with 
a limited “live” setting for the 
product demonstration. 


® This is how it works, according | 
to Erwin, Wasey: | 

“By using the same furniture 
and drapes for ‘live’ settings that | 
were used in making the transpar- 
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Two-Language Drive 
for Tomato Paste 


Erwin, Wasey on = Started by Hunt's 


FULLERTON, CAL., April 7—Hunt 
Foods has launched a unique “two- 
in-one” ad campaign for its to- 
mato paste, running copy in both 
English and Italian. The campaign 
has started in New York with 1,- 
000-line ads in the Daily News and 
the El Progresso, Italian foreign 
language newspaper. The cam- 


E’piw densa... €'piw ricca... 


Hunt E'la a 


Ld 


Salsa di 


<a 


paign in this area will also be sup- 
plemented by subway cards and 
one-sheets. 

New York was chosen for the 
launching of the campaign because 
it is the largest U. S. market for 
tomato paste. The newspaper ad 
schedule calls for insertions every 
other week through December. 


s A similar campaign of full color 
ads will run in Sunday supple- 
ments in Boston, Buffalo, Syra- 
cuse, Pittsburgh and Chicago. This 
schedule calls for 22 color pages 
in a period of 30 weeks. 

The ads, featuring copy in &ng- 


encies, the agency has been able lish and Italian, are aimed to cre- 
to combine live demonstration with ate greater readership through ‘he 
the transparencies. First, a whole| unusual feature of “two ads in 
room is shown by transparency, one,” and emphasize the fact that 


MILWAUKEE, April 7—Establish- | made in a large, bound “presenta- | 
ment of a nationwide r.o.p. (run- | tion’—itself a colorful publica- 
of-paper) color service for news- | tion—which was sent to about 900 


the product and its immediate sur- 
roundings, after which a dissolve | 
to the limited ‘live’ setting can be 
made and the demonstration ac- 
complished.” 

Product demonstration sets con- 
structed in this fashion save the 


Wasey found. 


Mutual Promotes Danish 


Roy Danish, manager of the 
western division of the station re- 
lations department of Mutual 


Broadcasting System since 1949, 
has been named director of the 
new commercial operations depart- 
ment of the network, with offices 
in New York. 


then a camera dolly-in establishes | 


client hundreds of dollars, Erwin, | ville, Ind., has promoted Ray Goad 


Hunt’s tomato paste is an au- 


thentic Italian-type product. 


Batten, Barton, Durstine & Os- 


/born, Los Angeles, is the agency 
for Hunt’s tomato paste. 


Int'l Steel Promotes Goad 


International Steel Co., Evans- 


to sales manager of its new re- 
volving door division. Mr. Goad 
has been sales manager of Inter- 
national’s revolving door depart- 
ment. 


WEMP-FM to Increase Power 


WEMP-FM, Milwaukee, plans to 
increase its present 35,000 watts 
of effective radiated power to 50,- 
000 watts, and install a new an- 
tenna to improve its signal. 


papers has been announced by the | 
Milwaukee Journal. 


Through an exchange center op- | 


erated from the Journal, publish-| which do not. The brochure also | Pennsylvania Salt Mfg. Co., Phila- 
ers will be offered matrices from) was sent to some 800 advertising delphia, has joined the copy de- 
which color pages can be produced agency representatives and another | Partment of John Falkner Arndt 


at a fraction of the cost of the or-| 
iginal. The project is called “The. 
Milwaukee Journal ROP Color 
Service for Newspapers.” 

The service creates a pool of 
color plates for the industry. Oth- | 
er newspapers are invited to sub- 
mit advertising and editorial color 
material. Advertisers and other 
sources can contribute color adver- 
tisements to the exchange center. 


@ The service will enable subscrib- 
ing newspapers to improve and di- 
versify their editorial color con- 
tent, achieve better quality print- 


ing, obtain more color advertising | 


and make it easier and more prof- 
itable for newspapers to use r.o.p. 
color regularly, Journal officials 
explained. 

Notification of the service was 


daily newspapers in every city 
which print r.o.p. color in the U.S. | 
and Canada, and another 200) 


800 national advertisers. 
| 
s The service has two basic parts: 
(1) regular color files for news- | 
papers, and (2) a mat order serv- | 
ice. The color files, to be sent out | 
at least 40 times a year, will be| 
tear sheets of editorial and adver- | 
tising pages, some of which have 
appeared and others which will be | 
advance proofs. 
Subscription prices for the color 
service for one year are $21.50 for 
papers having circulation less than 
25,000, and $27.50 for papers with | 
more than 25,000 circulation. 
From the files, subscribing 
newspapers will select mats they 
wish to run. A 48-hour service will 
be provided. 
The exchange service will op- 
(Continued on Page 6) 


Larkin Joins Arndt & Co. 


Joseph A. Larkin, formerly in 
the sales promotion department of 


Frisbie Elected a V.P. 


Robert T. Frisbie Jr.. sales man- 
ager of the machine tool division 
of New Britain Machine Co., New 
Britain, Conn., has been elected a 


& Co., Philadelphia. V.p. 


wy 


rere 


EARL TIMES 


CARLY TIMES CIETHAERY COMPERY LOwISTILLE i KEWTUCRY. 86 PROOF 


BATTER UP—This 24-sheet poster will be used nationally by Brown-Forman Distillers 

Corp.,, Louisville, for Early Times bourbon during the company’s annual baseball 

promotion. The “Slugger’’ figurine will also appear in newspaper and magazine 

ads as well as point of sale from now through the World Series next fall. Ruthrauff 
& Ryan, New York, handles the Early Times account. 
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Advertising Age, April 13, 1953 


Petroleum Industry 
Needs Better PR, 
Dupree Tells Meet 


ATLANTIC City, April 6—Prob- 
lems facing the petroleum indus- 
try which must be solved through 
improved public relations were 
outlined by J. L. Dupree, partner 


in the Ivy Lee and T. J. Ross. 


firm, of New York, before the 16th. 


annual conference of the Assn. of, 


Eastern Petroleum Credit Mana- | 
gers. 

Mr. Dupree told 100 delegates | 
representing 30 companies at the | 
three-day convention (March 30-) 
April 1) that their industry is fa-| 
vorably regarded, but is less well- | 
known than others, and that the) 
public has an insufficient under-| 


standing of its contribution to the) 
national life. | 


s Further, he said, a survey by 
the Opinion 
petroleum industry is thought of 


and the service station is regarded 
as a standout for courtesy and at- 
tention in retailing. 

The survey revealed that one- | 
third of the public is willing to) 
believe that the oil industry is a| 
monopoly, with companies getting 
together to fix prices and retard | 
developments, Mr. Dupree con-| 
tinued. | 

The advertising executive said | 
surveys had determined that big 
business is considered to be a good 
thing, since it makes better items | 
available for lower prices, and the | 
public has deep respect for its ef- 
ficiency. 
# “Big business is thought to op-| 
erate with less regard for human | 
values than smaller businesses,” | 
he told listeners. “There is oppo- 
sition to nationalization breaking 
up large companies. There is a_ 
preference voiced for regulation | 
to solve problems. 

“Concern was also expressed 
that the little fellow would be} 
forced out of business by big com- | 
panies. 

“The oil industry is considered | 
to be big business. Patterns re-| 
vealed by the surveys therefore 
apply, and must be challenged by 
industry public relations people. 

“The work of the Oil Industry 
Information Committee, which dis- 
tributes booklets, pamphlets, 
school materials, motion pictures 
and slide films, goes a long way in 
this direction. The objective of the 
committee is to promote the idea 
that the oil business serves the 
public well and responsibly,” Mr. 
Dupree said. 


} 


Halliburton Names Agency 
Erle P. Halliburton Co., Los An- 
geles maker of aluminum travel 
cases, has appointed Hill & Chris- 
topher, Los Angeles, to handle its 
advertising. Since the company has 
done no advertising for several 
years, much of the present appro- 
priation will be used to prepare 
brochures, catalogs, mailing pieces 
and store helps. Eventually, a mag- 
azine promotion will be prepared 
for the vacation months and gift 
buying seasons. The company has 
been confining its production to 
supplying the armed services, be- 
cause of aluminum shortages. 


Kuehn to Leave Dodge 

Charles Kuehn, advertising su- 
pervisor in charge of production 
for the Dodge division of Chrysler 
Corp., Detroit, will retire April 15. 
He has held advertising posts with 
Dodge and Chrysler Corp. for 23 
years. Before joining Chrysler in 
1930, he had been with agencies 
and printing companies in New 
York and Cleveland. 


CBS Radio Names Walker 
William Walker has joined CBS 
Radio spot sales as an account 
executive assigned to WCBS, New 
York. Mr. Walker formerly was a 
time buyer on the Procter & Gam- 
ble account at Young & Rubicam. 


Research Corp., | 
Princeton, N. J., showed that the) 
in terms of its distribution phase | 


MONKEY SALESMEN—Promotion material supplied to dealers for the ‘Dents Out 
of Fenders’ promotion uses monkeys to plug a “don’t monkey around’ theme. 


3M Wants Dents Out in June... 


Company Repeats Fender Dinging 
Promotion to Boost Auto Shop Trade 


Sr. Paurt, April 8—How one 
manufacturer can create a cam- 
paign to benefit an entire indus- 
try as well as itself is graphically 
demonstrated by Minnesota Mining 
& Mfg. Co.’s national “D.O.O.F.” 
month. 

The campaign—the full title is 
“Get the Dents Out of Your Fend- 
ers” month—is scheduled for its 
second run in June. Last year’s 
drive is credited by 3M executives page ads which will run through 
with helping to bring a 25% to| June in these publications plus 
400% increase in repair business! Automotive News. A page also is 
to some 34,600 body and fender scheduled for the May issue of 
shops. |_NADA Magazine. 

It also helped increase sales of| For an approach to consumers, 
its automotive products, such aS a comprehensive publicity cam- 
Scotch brand masking tape and paign has been planned. Next 
3M abrasives and adhesives. /month a national “Dents Out” 

| queen will be announced and sent 
® Like the ’52 program, this year’s | to “refinishing school” to call pub- 
campaign includes participation by | lic attention to skill involved in 
automobile manufacturers, jobbers, professional refinishing of auto 
dealers and independent shops. To bodies. Press releases and photos 
assist them, 3M has compiled a will be sent to newspapers and 
sales pitch to emphasize to repair-| news magazines in May and June. 
men the need of reminding cus-| In June radio and TV appearances 
tomers to have small dents and | will be lined up for the queen. 
scratches repaired. Naturally, the | 
program points out the profits that)» wij) the campaign bring much 
shops can expect from such busi- | profit to auto repairmen? K. J. 
— : ‘ |Shea, 3M manager of automotive 

In addition, an intensive adver- ‘trade sales, thinks it will. He 
tising and information campaign | pointed out that a nationwide sur- 
in trade publications will tie in| vey of cars in parking lots re- 
with sales promotion and display | ojled that 32.3% required body | 
material. Kickoff of the program | and fender work of some kind. Na-| 
was March, when 3M salesmen | tional Safety Council figures dis- 
were briefed. They -_ turn pre- close that the national auto proper- 
sented the program to jobbers, who | 
then passed it on to operators of | 


were distributed by salesmen. The 
/promotion material is free, except | 
for excess quantities ordered and 
imprinting of postal cards and es- 
timate tags. 

Meanwhile, teaser ads appeared 
‘in February and March issues of 
Autobody & the Reconditioned Car, 
Jobber Topics, Motor and Motor 
| Age. This month the full program 
got under way with one and two- 


ty damage in accidents amounts | 
to $1.5 billion a year, he said. 


repair shops. 


s Films, booklets and promotion 
kits containing posters, window 
streamers, charts, postal cards, es- 
timate tags, newspaper ad mats 
and radio-TV commercial scripts 


1 “We Save TIME and MONEY with ‘3M’ Specialized Adhesives” 


ate 


“GET THEDENTS| 500%, 
OUT OF YOUR 


SRS 


DENT MONTH AHEAD—Minnesota Mining 

& Mfg. Co. is using this page in automo- 

mobile trade magazines this month to tie 

together its promotion of national “D.O.0.F. 

Month” and a pitch for its auto repair 
material. 


“Much of this potential body | 
shop business has been literally | 
going down the drain,’ Mr. Shea 
said. “Why? Because previously | 
many shops had not realized how | 
much body business they were. 
missing. They simply have to ask 
for it—by cooperation with serv- 
ice stations and car lots and by 
use of business-getter postcards 
and similar advertising devices.” 

Agency for the campaign is Bat- | 
ten, Barton, Durstine & Osborn. 


Casmir Co. Reappointed 


The new owner of Wm. Wise 
& Son, Brooklyn, retail jewelry 
store, has reappointed Casmir Ad- 
vertising Co., New York, to handle 
advertising. Brooklyn and Long 
Island newspapers will be used | 
initially, and magazines will be 
added later. 


Contour Appoints Wexton 
Contour Chairs Inc.. New York 
franchise holder for Mzarie Design- 
er Hollywood, has appointed Wex- 
ton Co. to direct its advertising. 
Newspapers and TV wi!) be used. 


Doherty Appoints Parker 

Paul Parker Jr., formerly with 
Ted Bates & Co., New York, has 
joined Doherty, Clifford, Steers & 
Shenfield, New York, as an art 
director. 


New Yorkers Still 
Brush Their Teeth 
with Colgate Paste 


New York, April 7—Despite in- 
roads by the chlorophyll denti- 
frices, which now account for 25% 
of all pastes and powders stocked 
by this city’s families, Colgate con- 
tinues to lead the field by a wide 
margin with its regular type tooth- 
paste. 

These facts were made known by 
a survey of 1,560 homes in the five 


boroughs conducted for the Joseph | 
Jacobs Organization by Pulse Inc. | 
in | 


Personal deodorants, found 
60.5% of the homes in January, 
1951, are now stocked by 68.2% 
and, for the same period, spray 
deodorants have more than dou- 
bled in usage. They now account 
for more than 25% of all deo- 
dorants found in the city’s homes. 


® Arrid and Mum, both cream type 
deodorants, continue to be brand 
leaders, but neither improved its 
standing percentage-wise. Stopetie, 
leading spray deodorant, jumped 
from 3.7% to 10.4% since Janu- 
ary, 1951, and now ranks third in 
the field. 

Aerated shave creams have al- 
most tripled in usage in the past 
year. From 3.3% in January, 1952, 
foam-type shave creams now are 
in 9.2% of the homes in the five 
boroughs, with Rise the leader. 

An upward trend continued in 
the stocking of hair shampoos, 


|from 65.5% in January, ’51, to 


71.5% at the present. 

Despite these changes in drug 
buying habits, brand leaders in 
tne 13 fields covered by the sur- 
vey are basically unchanged. Some 
of these continuing leaders are 
Bayer aspirin, Phillips milk of 
magnesia, Anacin, Palmolive shave 
cream, and Halo shampoo. 


Riggio Runs Ad in 


“Daily Mirror’ for 


Air Flow Cigarets 


New York, April 7—Riggio To- 
bacco Corp. started an ad drive 
today for its new Air Flow cigarets 
with a page in the Daily Mirror. 
Air Flow is a filter tip, regular- 
size brand (AA, March 2). 

Copy, prepared by Hilton & Rig- 
gio, stresses filter-tip protection at 
a popular price (the same price as 
non-filter, regular-size brands). 

Other New York newspapers 
will be used later on. 

Air Flow was tested in selected 


retail outlets in New York, with- 
out advertising, for about six 
weeks. 


HYBRID CAN—This ad of the California 
_Lemon Products Advisory Board to appear 
| in Life May 24 shows a hybrid lemon juice 
| can to represent all brands. 


Lemon Board Hikes 
Budget for Summer 


Frozen Juice Push 


Los ANGELES, April 8—The Cali- 
fornia Lemon Products Advisory 
Board will double its advertising 
this year to promote lemon juice. 
R. L. MacRae, manager of the 
board, said most of the budget will 
| be spent from May through Au- 
| gust in a campaign for frozen lem- 
| onade concentrates. 
| Full-color pages will be run in 
| Life May 26, June 23, July 20 and 
, Aug. 24. Three full-color half- 
| pages will appear in Good House- 
| keeping, Ladies’ Home Journal, 

McCall’s and Woman’s Home Com- 
| panion on a staggered schedule for 
the same four months. Color half- 
_pages also are scheduled for May 
j}and July in Better Homes & Gar- 
dens and Parents’ Magazine and 
| for July 2 and July 14 in Look. 


® The opening shot will combine 
artwork featuring a hybrid lem- 
onade can designed to represent 
all brands and a comic strip panel. 
| Comic ads also will run in Metro- 
politan Sunday Comic Group and 
27 independent Sunday newspa- 
per comic sections on May 24, 
June 28, July 26 and Aug. 30. 

Broadsides will be mailed to 76,- 
000 grocers, wholesalers, chain ex- 
ecutives and brokers this month 
and in May to push in-store pro- 
/motion of lemon products. 

All advertising will stress frozen 
lemonade without mention of 
brand names, so that all brands 
can cash in on the demand created 
by the campaign, Mr. MacRae 
said. 
| MecCann-Erickson is the agency. 


‘Omaha World-Herald’ Report on Consumer 
Buying Shows New Brands Wreak Havoc 


Omana, April 7—Duncan Hines 
cake mixes, a national brand pro- 
duced here, still maintains the lead 
it had last year when it was in- 
troduced in this city and captured 


'50.7% of the market, according to 


the consumer analysis report just 
issued by the World-Herald. This 
year, the new cake mix’s lead is 
consolidated by a gain, giving it 
preference with 57.9% in the sur- 
vey. Pillsbury, which had been in 
third place the year before Duncan 
Hines was introduced, with 18.6% 
and which registered a loss to 
13.0% in 1952, second position 
then, remains in second place and 
records a gain, to 19.7% this year. 

Betty Crocker, the No. 1 brand 
in 1951 (22.4%), continues to lose 
momentum, slipping from 114% 
in 1952’s survey to 10.2% this year, 
third place. The largest over-all 
loss is by Omar, an Omaha-pro- 
duced brand which is also losing 
out in other categories in the 
World-Herald report. This brand, 
which was the choice of 17.9% in 


1951, dropped to 4.7% in 1952 and 
this year is 1.5%. 


® Omar also showed substantial 
loss as a brand in the pie crust 
mix field. Although the report 
omits figures for 1952, it shows 
Omar dropped from 18.8% in 1951 
to 2.1% in the latest survey. The 
Pillsbury brand increased its lead, 
jumping from 36.6% in 1951 to 
67.7% this year. Betty Crocker, the 
No. 2 favorite, lost some of its 
popularity, although maintaining 
second position. It went from 
38.8% in 1951 to 29.2% in 1953. 
Duncan Hines has introduced a 
pancake and waffle mix into the 
market. This has pushed Pillsbury, 
11.3% last year and this year also, 
out of second place. The new brand 
has gained on the four-year leader, 
Aunt Jemima, which was preferred 
by 52.4% last year and was the 
indicated choice of only 38.8% in 
this latest report. Duncan Hines 


registered as the choice of 26.5% 


fs 


(Continued on Page 76) 
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House Members Scoff at Need for 


sor. Actually, however, with min-| 


or exceptions, the census program | 


_ was unchanged, for the $21,000,000 


Censuses of Business, Manufactures 


(Continued from Page 1) 
fellow, down in the same company 
keeping a library, who would 
write down for this volume and 
that would complete the library. 


‘of current progress that influence 
business decisions and make them 
wiser,” he declared. While he said 
the bureau’s program of monthly 
and quarterly reports will be re- 
He was the one who was always viewed in the hope of inducing 
brought in as evidence that there trade associations to do more of the 
was a great demand for this cen- | work, he insisted most of the bu-| 
sus.” | reau’s programs appear to be jus- | 
tified. 


es Census Bureau’s new chief, 
Robert W. Burgess, said his 28 » Rep. Clevenger conceded only 
years as statistician for Western that census work “is entrancing. . 
Electric and his service on statisti- | It is as fascinating as stamp col- | 
cal committees of the U. S. Cham- | lecting.”’ 
ber of Commerce and other trade At another point, he commented, | 
groups convinced him that the “How those little ears will grow) 
censuses are essential as checking after you start them and just fi-. 
points for private business infor-| nance them once.” 
mation services. | Secretary Weeks asked $12,217,- 
“These basic censuses give the 380 for census work, and reported | 
groundwork for building up the he had trimmed $10,000,000 of the 
index numbers and the measures budget submitted by his predeces- | 


budget forwarded to Congress last 
January covered collection, tabu-| 
lation and publication of data over 


a three-year period, while the. 


$12,217,380 is only for work which | 


will be completed in 1954. 
The revised budget did, how- 
ever, delete $1,000,000 which the 


_ bureau proposed to invest in new 


electronic tabulating equipment, 
and it trimmed $900,000 from the 
Census of Transportation, which 
the bureau wants to take for the 
first time. The transportation cen- 
sus was reduced to a curtailed ba- 
sis because of its experimental na- 
| ture. 


Miss Hart to ‘Mademoiselle’ 


Ninki Hart, formerly with Wom- 
an’s Home Companion, has joined 
Mademoiselle as advertising pro- 
motion manager. She _ succeeds 
William J. Thompson, who re- 


| signed to join the sales promotion 


_ department of This Week Maga- 
zine. 


( 


“Looks like Smith is going to help out the Order Department. 
That means we’re advertising in the Des Moines Sunday Register!” 


Order Departments really get a workout when you go to work in 
the fabulous Iowa market...via the Des Moines Sunday Register! 
This is the way to do a shirt-sleeve selling job all over the state. 

The Des Moines Sunday Register means business because it has 
what it takes in coverage to deliver it! You blanket the state... get 
into two out of three of all lowa homes, farm and city. Over one-half 
million families sit down with you every Sunday! 

Here are the facts: coverage in 83 out of lowa’s 99 counties is 50% 
to saturation. Coverage in 9 counties more ranges from 40% to 
49%. It’s not less than 21% in a few others. 

It’s the one way to cover both parts of the four billion dollar lowa 
market—city folks who outspend big cities like Philadelphia or 
Boston. Farm folks who are without question the nation’s richest. 

It is easy to see why only eight other American cities have news- 
papers as large as the Des Moines Sunday Register. Milline rate $1.88. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 


Daily, 369,807—Sunday, 533,204 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 
Represented by: 


Scolaro, Meeker & Scot?—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tLos Angeles and San Francisco 
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Highlights of the Week's News 


Post Office seeks a 35% hike in catalog mail rates ............ Page 1 
‘Higher TV costs are definitely forcing many sponsors, including P&G 
and other biggies, to make major adjustments. This situation, in turn, 
eg BE ee ee ee ee ae ee eee Page 1 
Editorial-type ads are just what the doctor orders for advertisers—the 
doctor being Claude Robinson. The researcher says use of news in 
ESE re Ee Pee Ore FC ea Tee eee Page 2 
There’s nothing more mixed up than pre-mixes in Omaha. Analysis of 
the Omaha World-Herald’s buying study shows Duncan Hines cake 
eee ee Page 3 
Clients changing copy—that’s the No. 1 headache of agency executives, 
although their own account executives are close runners-up . Page 18 
It’s plenty hard to keep track of network affiliations these days. The 
major radio networks are adding and swapping like mad, especially 
Weer 2. ¥ GEE TEND OES bbc so se Se seV ec weedscdpaseaaese Page 32 
If you wonder about effectiveness of employe publications, the ANA 
has a report out that is just what you've got to see. It’s major find- 


Se Re er PNT yen ee ae Page 44 
A map showing the location of all TV stations authorized through 
March 19, and the total area they’ll reach, is on ............ Page 60 


If you happen to be a guacamole fan, you'll be especially interested in 
the Calavo avocado story. In any case, it’s a good example of how ad 
PPT ee PET ECT COP TC TT Cree Page 64 

Charles L. Whittier, who retired as a Y&R v.p. recently, explains his 
“T-test,” a six point way of evaluating copy ................ Page 67 


REGULAR FEATURES 


Advertising Market Place ....48 Mail Order Clinic ............ 71 
Coming Conventions ........ 7 486Oiiaties ...........°.. 26, 79 
pn meageh agreed teste = Photographic Review ........ 58 
i pi ment Store Sales ...... 5 Production Tips ............ 71 
Ses te oes SiG 5's de 12 
Ee rer rrr 12 
Employe Relations .......... 71 Sal i atonal 70 
Eye and Ear Dept. ........... 70 a - a rs auow Sees 
Getting Personal ............ 36 This Week in Washington ... .54 
Information for Advertisers . .48 Veice of the Advertiser ...... 40 
Looking at Retail Ads ........ 71 | What They’re Saying ........ 12 


Abrams Opens Agency 'Marquez Heads Marketing 

Ted M. Abrams, formerly with) Northern Electric Co., Montreal, 
Young & Rubicam, Toronto, has has promoted V. O. Marquez, pub- 
opened his own agency at 1265 lic relations manager, to market- 
Stanley St., Montreal. ing manager. 


| eccccccceccccccccc eee eeeeeeceeee 


"This is the size we use for the 
Growing Greensboro Market!" 


nian, 
wig ra Hint 
#6 


YOU SQUEEZE THE MOST from your advertising dollars in 
the Growing Greensboro Market—‘pocketbook paradise” in 
the South’s No. 1 State... One of the big reasons why you 
can count on these hard-hitting sales dollars working overtime 
for you, is because 1/6 of North Carolina’s people account 
for 1/5 of the State’s $3-billion spent in retail sales—right 
here in the 12-County ABC Growing Greensboro Market... 
And to make the job extra-easy, you can sell ’em while you tell 
’em—with 100,000 daily circulation of the GREENSBORO 
NEWS & RECORD .. .. 
Only medium with dominant coverage in the Greensboro 12-County 


ABC Market and selling influence in over half of North Carolina! 


Sales pensgemens Figures 


etree and Record Vem 
° GREENSBORO, NORTH CAROLINA N\A 11/7 « 
Represented Nationally by Jann & Kelley, Inc. . 
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THE Loomis SCHOOL 
WINDSOR, CONNECTICUT 


March 25, 1953 


The New York Herald Tribune 
230 West Alst Street 
New York 36, New York 


Gentlemen: 


Perhaps you will be interested to hear what has happened 
since Judith Crist reviewed my pamphlet, HOW TO STUDY, in the 
Sunday Herald Tribune on February lst. I have already written 
Mrs. Crist to tell her how deeply I appreciate her enthusiasm and 
her complete understanding of what I was trying to accomplish. 


Up through last week I had received more than 4200 
communications about the booklet, most of them asking if I could 
send a copy. More than 225 of the letters have been from schools, 
public and private, girls' and boys', asking to see a sample copy 
with the view of ordering later on. The number of people who read 
the Education Section would appear to be enormous, when as many 
take the trouble to write to me, 


I have been astonished at the wideness of the Tribune's 
circulation as it is reflected in the postmarks on my letters. I 
have had requests from all the New England states, of course, and 
New York, New Jersey, Pennsylvania, Maryland and Delaware -- and 
that is in no way surprising. But I did not expect to hear (and I 
have heard) from Ohio, Florida, Georgia, both the,Carolinas, 
Michigan, Illinois, Missouri, Texas, Oklahoma, Nebraska, Califor- 
nia, several of the provinces of Canada, Mexico, the Bahamas, and 
even from France, 


By now I have had several orders in good-sized lots from 
the schools and colleges, The whole experience has been an extra- 


ordinary one; and I am very much indebted to Mr. Hechinger, Mrs. 
Crist, and the Herald Tribune for what you have done. 


Very sincerely yours, 


ETERS « Coretior \) 


Norris E, Orchard 


Ps” ae we eg ks 


New How-to- -Study Book 
Js a Student ‘Best Seller’ 


Pamphlet Was Prepared for 330 Boys 
of Loomis: School; WAAMEEE (Com 


By Judith Crist 
DUCATORS who despair-(begin to find that there can be @ 
ingly wonder whether stu-ireal satisfaction in studying.” 
dents “really” want to learn] On the assumption that the 
may take heart from «# furtherireader is interested in doin 
Semhion that at the very least/mr. Swenard sanges fiizn ( 
i ant to learn how telp 


evidence 
of the unique 
responsiveness 


of the 


Herald Tribune 
audience e 


—When 4,200 letters are received within a few 


weeks in response to a small mention on page 
62 of a 170 page Sunday Herald Tribune... 


—from all parts of the United States and from 


Canada, Mexico and France as well... 


—it is clear evidence for advertisers that 

the responsiveness of the Herald Tribune’s 
nation-wide audience of influential people 
makes this newspaper a must for spreading 


an idea or selling a product, 


U.S. LEADERS ARE 


Herald Tribune 


READERS 


<— Clipping from the Sunday Herald Tribune 


' Education Section which offered the pamphlet to readers. 


If you wish to obtain a copy of “How To Study” 
write Mr. Orchard at the Loomis School, Windsor, Conn. 
To cover the cost, including mailing, please enclose $.25. 


The Herald Tribune is represented nationally by Scolaro, Meeker and Scott in Chicago, 
Detroit and Philadelphia and Doyle and Hawley in Los Angeles and San Francisco. 
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“TT” is for Teacher 


And you may have her 
every night for supper 


Supper tables in 10,000,000 homes may 
include teacher every evening. She's 
represented by 26,000,000 kids who 
take home an infinite variety of things 
teacher says and does. What ‘My teach- 


er says” might easily be something about 
our product, company, association, or 
Cusiness philosophy. 


State Teachers Magazines will deliver 
your advertising message to this vast in- 
fluence group better than any other me- 
dium, regardless of cost. And 866,000 
teacher-subscribers read their State 
Teachers Magazines, regularly. It’s their 
official state association publication. 


For full information, write Miss Georgia 
C. Rawson, Executive Vice-President, 
State Teachers Magazines, 307 N. Mich- 
igan Ave., Chicago 1, Illinois. 


State 
TEACHERS 


Magazines 


| ‘Milwaukee Journal’ Sets Up R.0.P. 
Color Service for Other Newspapers 


(Continued from Page 2) 
erate through arrangements with | 
Lake Shore Electrotype Corp. of 
Chicago, a division of the Electro- 
graphic Corp. The firm will pro- 
vide mats and plates of various 
kinds, according to individual re- 
quirements. 
| Prices of the r.o.p. mats and| 
plates ordered from Lake Shore are 
as follows: 

1. Mats for one-color and black 
ads, $25 and up. 

2. Baked mats for full-color edi- 
torial pages are about $55; Bista 
mats run $80.35. Color plates for 


editorial pages are $118.49. 

3. Bista mats for Journal three- 
plate full-color tab pages, either 
ad or editorial, are approximately 
$60. Four-color plates for the same 
pages will run in excess of $100. 


® The Journal has pioneered in 


the use of color, and last year it! 


carried 1,415 pages of r.o.p. color, 
including 577 editorial, 451 retail 
advertisements and 387 general ad 
pages. Color advertising totaled 1,- 
322,596 lines, 400,000 more than 
the paper’s closest competitor. 
The Journal will offer its three- 


pe ‘ ‘ a E 
” “ + 


ae ae eae 


_KFAR, Fairbanks — 


gel Sok SS a es ae oe eee 


N- Aurora Broapc 


Alaska’s Four Great Stations — 
_KENI, Anchorage 


kL: aw! What a show! If you’re 


interested in top box office for your clients 


in Alaska you really should see it. 


You'll be amazed! You never saw such figures! 


Imagine, three acts a day 


... morning, noon and 


night, seven days a week ...and they steal the bulk 
of the Alaska audience every time! Wouldn’t you like to meet 
these fantastic Hoopers* in person... and see for yourself 


the amazing record of a truly outstanding 


performance. Just whistle. We'd love 


to trot em out for you. 


* First ever available in Alaska. Taken in 


KJNO, Juneau 
. Mutual - Don Lee- 


Fairbanks and Anchorage only. 
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plate, full-color process in the new 
color service. Subscribers get the 
red, yellow and blue plates, which 
carry all the color in the illustra- 
tion. The subscriber merely adds 
his own black plate. 

An official of the Journal de- 
| scribed the color pool as “an econ- 
omy package” for newspapers. A 
wide variety of color and adver- 
tising material will be available, 
including many pages from the 
Journal. Subject matter will in- 
clude foods, fashions, home fur- 
nishings, screen and_ television 
stars and special section covers. 


| 


® Vogue-Wright Studios, a divi- 
sion of the Electrographic Corp., 
will provide 50 pages of original 
/art a year. Color advertising from 
national and cooperative advertis- 
_ing sources will be included. 

_ Newspapers subscribing to the 
‘service will be charged fees based 
/on the size of the city and circula- 
tion. Material will be available in 
/one color and black, two colors 
'and black, three plate full color 
_and four color process. Mats made 
| for the subscribers are mailed di- 
'rectly from Chicago. 


| 


| s Newspaper color brings per- 
_plexing problems, including high- 
'er costs of production and limited 
|availability of material; the syn- 
| dicate was set up as a solution. For 
| newspapers which submit color 
‘plates, the service will help recap- 
ture costs of production. 

Irwin Maier, publisher of the 
Journal, said of the new service: 

“We believe it offers a prac- 
tical plan for putting newspapers 
on a better footing competitively 
with magazines and preparing the 
industry for the terrific impact of 
color television when that comes.” 


Bochroch Joins Gray & 
Rogers Contact Department 


Albert R. Bochroch, formerly 
head of the merchandising depart- 
i;ment and member of the plans 
board with C. J. 
LaRoche & Co., 
New York, has 
joined the con- 
tact department 
of Gray & Rogers, 
Philadelphia. 

From 1926 to 
1940 Mr. Boch- 
roch did adver- 
tising and mer- 
chandising work 
for Barron Col- 
lier Inc., and for 
Iodent Chemical 
Co. Later, he was merchandising 
director and account supervisor for 
| Joseph Katz Co., New York. Dur- 
‘ing 1945 he was with the Office 
‘of War Information. 


Albert Bochroch 


Edmonton Sales Club Elects 
| Rolph Barnes, assistant manager 
|of CJCA, Edmonton, Alta., has 
_been elected president of the new 
Advertising and Sales Executives’ 
|Club of Edmonton. Other officers 
|elected are William A. Baird, art 
|director, Pazder Art Engraving, 
secretary, and Ken Madsen, assist- 
ant manager, Munro’s Ltd., treas- 
urer. 


ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines. body text. with Fototype. Styles, sizes for 
every job—house organs, ads. direct mail, cata- 
logs. brochures —even letterheads! Easy, fast. 
(A stenographer set this entire ad!) Cuts type 
costs by as much as 90%. Clean, sharp « harace 
ters. ready for offset or silk screen reproduction, 
Send for free catalog today! 


“FOTO 


1415 Roscoe Street 
CHICAGO 13 


a 71. 
TYPES" 


acs Se ae ee : ae - aie bes at mae OT Pea Fe AP. <a 
| fe oe. % igen ie les . ae gate RO ky aint HS da 
e ee. a Pee . ae ee mi 
: sissy sa a sae 
z se 
: S i 
4 { 
po , 
oe | 
aoe? “date BOR ada a 
sages a | 
il | 
a Ni { 4A, ; 
at: 
_ HS IER , 
a 4 yj ») 
til INS Wi : 
@ i 
| aud 9 / | 
7 eg hy, = Ka ig | 
T's PF i” | 
Mh, WSL oe Psa | ; 
as N - 
| rise, ay | 
sa i sy ! 
re 4 Hy é ann y { 
) AOS ANY 444 | 
ALAN) ASOD t7h4 | 
7 A as + 3 4 | 
~ Boos PSs VS 
SOS 4 PSS < : = 
a ee 4 BOS <5 
Ries: ial RS SS, 5Gh | 
ee. — ao? 
= E/— EF woopes 
ee, ny 4 | ) 
= o/h / TARY RE — 
* / | y 
id V4 . 
ve 4 t# eA 
\ ~ 
| , eee , 
a ~ ™ 
it SHARE OF AUDIENCE na 
ee TIME a ‘ee 
at Mon. thre Fri. ' 
igi AFTERNOONS eee 
ike Mon. awe ™ | 
ae —TTERNOONS ee 
eas Sunday en eee | 
| ae erg 
AFTERNOONS cee | 
AFTERNOONS 
Sunday Pe OYpet Users 
MIDNIGHT St a ae 
bi CuBERT A.W filiates: NBC - ABC 
’ , Nat'l Adv. Mgr., 55 ; ‘ ; 
a 15546 White-Henry-Stvart Bidg., Se seapeee | 
ee ” attle e 7 = 
pa! fe. Led a $i JAMES C. FLETCHER, Jr., Eastern ; ——- 
a | gen Y ars Sales Mgr., 60 W. 46th S po 
is = 5 : . es : 5 : nee =; Pesto # io Re, New York, N.Y. 


tre Ss Hw F ae OD 


ies ft am Ft 


oO 


- 7" t— 


| if 


Qut in front 
farther than ever! J 


$55,372,703 $13,726,353 


$15,304,585 $2,535,200 
1942 1952 1942 1952 
CHICAGO TRIBUNE CHICAGO PAPER B 


Total advertising expenditure placed 


in each Chicago newspaper 
1942 and 1952 


$12,164,541 


$5,972,096 $13,716,353 $5,774,135 
1942 1952 1942 1952 
CHICAGO PAPER C CHICAGO PAPER D 


Advertisers last year increased the Tribune’s lead over the next Chicago 
newspaper to more than $41,000,000.00—over four times as much as its lead in 1942! 


THIS CHART points up some important facts which you 
will want to keep handy for reference when you plan your 
advertising. It reflects the selling power of Chicago news- 
papers as appraised by advertisers over the past ten years. 

Advertisers last year placed more than $55,000,000.00 
in advertising in the Chicago Tribune. This was over 
$40,000,000.00 more than they placed in the Tribune in 
1942. Never before did advertisers make so large an 
investment in space in one newspaper. 

In 1942 the Tribune led the second Chicago newspaper 
by over $9,000,000.00. Last year advertisers increased 
the Tribune’s lead to over $41,000,000.00. Never before 
did any newspaper receive such preference. 


The Tribune’s margin of leadership in 1952 is better 
than four times as great as the lead held by the Tribune 
in 1942. It makes plain the long-term experience of thou- 
sands of advertisers who invest their promotion funds 
where they get best returns. 

(‘he Tribune reaches the families who account for most 
of Chicago’s retail sales-—-hundreds of thousands more 
than‘are reached by other Chicago newspapers. 

You can get more business by taking advantage of the 
greater selling power of the Tribune. For help in working 
out a program of advertising, ask a Tribune representa- 
tive to get together with you. 


Chicago Tribune 


THE WORLD'S GREATE’:T NEWSPAPER 


Chicago 
ADVERTISING A. W. Dreier 
REPRESENTATIVES: 1333 Tribune Tower 220 E. 42nd St. 


New York City 


Detroit San Francisco 
E. P. Struhsacker W. E. Bates 
Penobscot Bldg. 155 Montgomery St. 


Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 
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Advertising Age, April 13, 1953 


* post needed approximately $135,-, buck, Montgomery Ward, Spiegel 4 « / 
Post Office to 000,000 in additional income. _and Aldens. There are also a num- Family Weekly 
Mr. Donaldson’s rate schedules ber of trade and technical publica- 
S k 3 % Hik were suspended briefly by the new —s containing more than 75% v7] 
administration, and his proposal advertising matter, which pass W t C 0 t 
ee 5 u l e to collect 20¢ per parcel as a sur- through the mail at the catalog on ome u 
charge on odd-size packages was rates. : 


in Catalog Rate —— Chicago Reps Set Golf Meet Until Sept. 13 4 


® However, a new parcel post in- The annual Chicago Dotted Line 

(Continued from Page 1) |crease schedule was eventually Club golf outing this year will New York, April 8—Family 
‘ices which are priced by agencies submitted by Mr. Summerfield, be held on Friday, June 19, at the Weekly, a full-color roto Sunday ! 
‘other than Congress. Under the ex- with a slightly higher schedule of Rolling Green Country Club, Ar- supplement which was planned to 
listing law, the Interstate Com- increases to substitute for the rev-| pongo er er Ill. pie er ly _bow last month (AA, Nov. 10, ’52), o Sy 
| merce Commission is required to enue his predecessor anticipated Ge Lo Dubliestiona, eas. ~ at is now scheduled to begin publi- 
|approve rate schedules which will from the surcharge. Saile St., Chicago 1 ; cation Sept. 13. 
jenable these services to return; The 35% increase in catalog ie . | William H. Marriott, publisher. .# 
their operating cost to the depart- | rates would apply to catalogs and | 


PUT PUNCH IN ALL 
YOUR PRINTING 


Often, limited art budgets on certain 
types of promotion such as bulle- 
tins, house organs, salesmen boost- 
ers, customer enclosures etc., kill 
your chances for real punch. 


‘CLIPPER 
ART SERVICE 


FILLS YOUR NEEDS 


The Clipper enables you to dress 
space up any and all of your printed 
matter—besides supplying more than 
3,600 art subjects annually, it fur- 
nishes each month 20 or more da 


|said the supplement will have a 
nent. bound advertising matter weigh- C?awford Corp. Names Sims minimum guaranteed circulation of | 
mae Jat On May 11, 1951, the ICC ap-|ing eight ounces to 10 pounds, and| Kalph H. Sims, formerly pro- 750,000. Four-color page rates will 
‘ proved a 25% increase in rates| would bring in an estimated $7,-|™otion and publicity director for run about $5 per 1,000 circulation, , 
White FOR FREE SAMPLES for both of these services. Just be- 000,000. A recent estimate indi- Baton Rouge Broadcasting Co., op- and b&w pages about $4. 

MULTI-AD SERVICES, INC. 


fore leaving office, former Post-|cates that the department handles a a bye ry irertiaien | Mr. Marvriott said today that 


908 ties master General Jesse Donaldson | about 110,000,000 catalogs annual- j;,anager for Crawford Corp., Ba-| amily Weekly Magazine Inc. has 
filed a request for further rate in- ly. Of these, approximately 80,- ton Rouge manufacturer of pre-|been incorporated in Delaware 
creases on the grounds that parcel | 000,000 are mailed by Sears, Roe- fabricated houses. | with an authorized capital of $300,- 
/000, with Andrew A. Farley, gen- ‘ 
eral manager of the Register, Dan- \ 
ville, Va., as president. Mr. Mar- 
ETE * — ‘riott is listed as publisher, execu- 

Aba ( tive v.p. and general manager. 


to Use"’ samples. 


ae 
' 


® Originally, newspapers inter- 
ested in the supplement were to 
buy stock in the corporation and 
get the supplement each week at 
$4.95 per 1,000. The papers would 
then be eligible for a pro-rata 
share of 80% of all net advertising 
revenue after a weekly average of 
seven pages of advertising a year. 
Non-stockholding newspapers 
would pay $5.95 per 1,000, but 
would have no share in net ad re- 
ceipts. 
Now, said Mr. Marriott, Register 
Publishing Co. of Danville, which 
‘ I puts out the Danville Register, has 
i agreed to buy all stock in the sup- 
aa at a5 plement corporation that is not 
subscribed to by publishers inter- 
| ested in taking on the weekly as a 
supplement in their newspapers. 
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i ® Publishers taking stock will now 
i be eligible for a pro rata share of 
40% (instead of 80%) of all net 
ad revenues after a weekly aver- 
age of seven pages a year. Non- 
stockholding publishers will pay 
$7.95 a 1,000 instead of the earlier 
$5.95 price. However, non-stock- 
holders will now get pro rata 
shares of 20% of all net ad reve- 
nue, after compiling a weekly 
average of seven pages of ads for 
a year. 

Other officers of the new cor- 
poration are Carter Glass Jr., pub- 
lisher of the Advance, Lynchburg, 
Va., lst v.p.; Walter L. Grant, pub- 
ilisher of the Danville Register, 
treasurer, and George M. Hart, and 
'George M. Hartman, secretary and 
assistant treasurer, respectively. 


FEB. 1953 
five top shows in 
Southern California 


PULSE 
Sta. X 
‘ KNBH 
KNBH 
KNBH 


FEB. 1953 RATINGS 
Weekly Average 
6 PM- MIDNIGHT 


ARB PULSE 
KNBH 25.6 26.0 
2nd Sta. 20.6 20.0 


Mon. thru Fri. Noon-6 PM 

ARB PULSE 
KNBH 19.7 22.0 
2nd Sta. 18.6 22.0 


Tenn. to Curb Fake Sales 

| The Tennessee house of repre- 

sentatives has passed a_ general 

bill which would prevent stores 

; |from holding repeated “going out 

_— |of business” sales. The measure, 
| which has been sent to the senate, 
/gives cities authority to regulate 
‘sales by requiring stores to obtain 
| city licenses before advertising. 


KNBH FIRES BOTH BARRELS 


——-T\-F  t@ BAG MORE PROFITS FOR YOU! 
SMUDGE-proof 


~—anwe Southern California spends $120. more per capita on retail sales YOUR ARTWORK Gas 
| | ; WITH SPREY ges 
| | than the average for the United States! That’s the best proof | Seatra toe span, Sree ree 
| J forthe iin kd keenee, endotnedl 


that the KNBH area is where your TV advertising can build “ear Aer atic mde tosmudae ; 
proof your artwork. Simply press the 

. . . button and SPREY covers and pro- 

more sales for you. For proof about which station gives you tects your valuable drawings in eee- 
a aa et ee oe 

: o en des s new dimension and 

best coverage, look into the double-barreled shotgun above! ssarklctn pour wort whdteproteeting 
against dirt, moist hands, smear and 

smudge. Dries fast. Artists, Advertis- 

ee ee ae 

NBC HOLLYWOOD Compe, repro proofs many boxes 


SPREY is Only Sold Direct B12c= ew 


No middieman between you and us. We pass the 


savings on directly to you. . . and you save up to 70c 

' arene. We want you to judge the merits of SPREY. 
See for yourself that it does a better job for less 

money. Send for 2 trial cans or order SPREY by 

os } the ease (12 cans) for greater savings. There’s no 
i need to hesitate... no element of risk. SPREY i« 


sold with a MONEY BACK GUARANTEE... you 
must be satisfied or your money will be refunded. 
2 cans for $3.00, 6 cans $8.10, 12 cans $15.00. 
Send check with order and we pay postage or we 
bill you (plus postage). Send your order for 
SPREY today! You can't buy a better fixative. 
ACROLITE INTERNATIONAL 
| 12 Hollywood Ave., Dept. AG-3, Hillside, N. J. 
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“We find Outdoor Advertising a well-organized media for national cover- 
age as well as excellent for zone campaigns. Admiral and its dealers 
are exceedingly enthusiastic with the simple and dramatic visual method 


of presenting our product story.” 
, ff 


SEYMOUR MINTZ 
Vice President Advertising 
ADMIRAL CORPORATION 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising —sponsored by 


A The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS «+ CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


, fifth WALKER & COMPANY * UNITED ADVERTISING CORPORATION +* WHITMIER & FERRIS CO., INC. 
serving one-ti ROCHESTER POSTER ADV. CO., INC. «© RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO. 
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SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. «+ C. E. STEVENS CO. 
consumers .. . CONSOLVO ADVERTISING CORP. «© LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 « 
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ADVERTISING 
AGENCIES 


LEC’ TRO 


MATIC 


Sl Tiing\ Jhele-« seg tacts 
CHICAGO PHOTO-ENGRAVERS 


You'll give this handy gadget a choice spot in your tep 
drawer—use it every day! Gives you not only the full gray 
scale, but also the corresponding tone values in standard 
red, yellow and blue. Write us today and get yours. 


P.S. We're pretty sure we can top the photo-engraving 
results you're now getting -—— especially on color process 
work. The sooner you let us prove it the better you'll like it. 


ASSOCIATION 


| May Know Beans, But 


New York, April 7—The idea 
that salespeople don’t pay their 
way, end that sales salaries are 
the villains of the rising cost pic- 
|ture, has gripped many minds, but 
‘not that of William J. Pilat, presi- 
dent of Russell W. Allen Co., in- 
dustrial engineering firm here. 

In the April issue of Department 
|Store Economist, Mr. Pilat cites 
figures and recent retailing experi- 
ments te show that the department 
stores are far from lagging in the 
retailing race, and that sales costs 
don’t deserve to be the whipping- 
boy of retailing. 


s U.S. department stores, he says, 
had profit showings in 1950 and 
1951, before taxes, of 3.0% and 
4.9% of net sales, while the super- 
markets, held up as prime ex- 
amples of how to sell, turned in 
only 2.4% and 3.0% during the 
same period. 

To combat the idea that sales 


Only farm magazine of general circulation in Southwest 


offering FULL SCALE 
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Southwest finds 
interest in the 


Everyone in the Rural 
something of personal 
Farmer-Stockman! 


Consider the livestock exhibitors and 
buyers, for example. They know that the 
Farmer-Stockman has a full-time “ring” 
man who travels thousands of miles 
throughout the Southwest each year. They 
know this because he attends their livestock 
meetings and sales. He is a personality in 
the business. Often, he has helped bring 
breeders and bidders together to their 
mutual benefit. 


Yes, the man 


“ring” 


— LIVESTOCK SERVICE 
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represents the 


Farmer-Stockman in every livestock activ- 
ity. His presence at sales gives the bidding 
a “lift.” His department in the Farmer- 
Stockman gives readers, breeders and buyers 
a “lift.” This spells results for Farmer- 


Stockman advertisers. 


The Farmer-Stockman is the only farm 


magazine of general circulation 
Southwest offering 


LIVESTOCK SERVICE! 


401,000 SUBSCRIBER FAMILIES 


Texas 220,836 
Oklahoma 121,818 
Konsas 24,510 
Arkansas . 20,876 


— the Farmer-Stockman 


ed 


COMPLETELY NEW '53 FORMAT 


GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER PAGE RATE 

=. “LOWER 4 COLOR RATES 
| HIGH READERSHIP 


OKLAHOMA CITY, 


Missouri 5,119 
New Mexico . 2,746 
Other States 8,159 

TOTAL . . 401,318 


OKLAHOMA @ DALLAS, 
Serving the Rural Southwest for 42 Years 


in the 


such FULL SCALE 


TEXAS 
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ELECTRO-MATIC Engraving Company, Inc. * 10 West Kinzie Street * DElaware 7-1277 Department Store Self-Service Advocates 
Not Shirts, Pilat Says 


persons are responsible for rising 
retail costs, Mr. Pilat goes to the 
National Retail Dry Goods Assn. 
statistics published annually by 
the Controllers’ Congress. These 
show, he says, that in the five-year 
period from 1947 to 1951, inclusive, 
selling salaries rose from 6.3% of 
total store sales to 6.6%—a rise of 
only 0.3%—while in the same time 
buying expenses expanded 0.5%, 
administrative expenses 0.6%, oc- 
cupancy costs 0.56% and newspaper 
‘costs 0.4%. 

Further to confute the self-serv- 
ice advocates who hold that “what’s 
good for selling chewing gum or 
baked beans is ideal for selling 
'coats, dresses and carpets,” Mr. 
Pilat refers to his own firm’s stud- 
ies of retail selling techniques. 
These studies show, he writes, that 
in many departments it is still 
necessary to suggest colors, to sell 
|\two ties to the shirt customer and 
a pair of trousers to the sports 
jacket buyer, to show why a $69.50 
mattress is better than a $39.50 
mattress, to recommend wall-to- 
wall carpeting instead of a 9x12 
rug. 


® A recent study made for his 
firm by the Boys’ Apparel Buyers 
Assn. shows that suggestive selling, 
tested in typical stores, increased 
the average sales check by 40%, he 
reports. 

The department store’s mission 
today, Mr. Pilat concludes, is to ex- 
|ploit self-service in departments 
where the merchandise lends itself 
to such methods, and to improve by 
more sales training “the unique 
services and seliing potentials that 
are the very real strength of the 
department store in today’s retail- 
ing.” 


Weintraub Makes AM-TV 
Shifts as Franco Leaves 


| Les Blumenthal has been pro- 
_moted to business manager of the 
| radio-TV department of William H. 
Weintraub & Co., New York. Lee 
'Currlin advances to the post of 
|assistant business manager in 
|charge of time buying. William H. 
| Weintraub Jr. remains in charge 
‘of all production for radio and tele- 
vision. 

These shifts follow the resigna- 
tion of Carlos A. Franco as general 
|manager of the agency’s radio-TV 
|department. Mr. Franco has not 
-announced his future plans. 


| Sheaffer Enjoins Korvette 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., has obtained a per- 
/manent injunction forbidding E. J. 
Korvette Co., New York, to sell or 
advertise any Sheaffer product at 
prices below those fixed in fair 
trade contracts with Sheaffer deal- 
ers. The injunction was granted by 
the New York County supreme 
court. 


Nardin, Stern Gets Two 


Nardin, Stern & Associates, Mi- 
ami, has been named to handle ad- 
vertising and public relations for 
Alum-A-Lock of Florida, maker of 
awning shutters. The agency also 
has been named to handle special 
events and public relations for 
North American Airlines, non- 
schedule airline flying between 
New York and Miami. 


Carter Buys DuMont Show 


Carter Products, New York, 
which recently dropped Drew 
Pearson on radio (ABC) and tele- 
vision (DuMont), is co-sponsoring 
the “Plainclothes Man” on Du- 
Mont as of April 5 at 9:30 p.m., 
EST. Ted Bates & Co. is the agen- 
|cy. Larus & Brothers Co. continues 
as co-sponsor. 


_Doorly to Pepsi-Cola Co. 


| Robert Doorly, formerly in the 
food and drug merchandising fields 
of the advertising promotion de- 
partment of Good Housekeeping, 
has joined the Pepsi-Cola Co., New 
York, as grocery chain sales man- 
| ager. 
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Airtemp Takes to 
Verse Directed at 


Kids, Housewives 


Detroit, April 7—Alphabet 
rhymes for children and house-. 
wives will be used by Chrysler Air- 
temp division of Chrysler Corp. in 
magazine ads for its home air con- | 
ditioning units. 

Lead copy in April insertions 
carries a “D is for dirt” theme with | 
a pitch for filtered air. The March- 
through-October campaign is to 
run in American Home, Better | 
Homes & Gardens, House Beauti-| 
ful, House & Garden, Living for 
Young Homemakers, National Geo- | 
graphic, The Saturday Evening 
Post and Small Homes Guide. 

The alphabet and rhyme idea | 
was chosen for “its flexibility in. 
lending itself to either full-page or | 
single column layout,” said J. F. 
Knoff, v.p. and general sales man-| 
ager of Airtemp. It is an outgrowth | 
of “Alphabet Fun,” a 28-page al-| 
phabet booklet for children from) 
three to six years old. 


® The booklet is offered through 
coupons in the ads and through 
dealers. Both “Alphabet Fun” and 
consumer ad copy stress better 
health and less housework with 
more comfort through air condi- 
tioning. 

Backing the magazine campaign 
will be television, radio, outdoor 
and newspaper advertising on na- 
tional and local dealer levels. 
Demonstration devices, displays 
and direct mail ad reprints are) 
available to retailers on a co-op 
basis. 

Mr. Knoff predicts that the 
rhymed approach to get air condi- 
tioning into homes through women 
and children will bring a 32% 
sales increase this year. 

Grant Advertising is the agency. 


Mennen Using 21 Magazines 


for Quinsana Foot Powder 


Beginning late in May, Mennen 
Co. will use 21 magazines, through 
November, to promote Quinsana 
athlete’s foot powder. Reportedly 
the largest campaign for any foot 
powder, ads range in size from 
one-quarter to two-thirds of a 
page. Grey Advertising, New York, 
is the agency. 

The media schedule includes Air 
Force Times, American Legion 
Magazine, Argosy, Army Times, 
Elks Magazine, Family Circle, 
Field & Stream, Leatherneck, Life, 
Look, Mechanix Illustrated, Our 
Navy, Outdoor Life, Popular Me- 
chanics, Popular Science, Sports 
Afield, Macfadden Men’s Group 
and True. 


Kirby and Schneider Join 
Biow as Account Supervisors 


Leo E. Kirby, formerly an ac- 
count executive with Ted Bates & 
Co., New York, handling the 
Fleischmann Distilling Corp. ac- 
count, has joined Biow Co., New 
York, as account supervisor on 
National Distillers’ Products Corp. 

John Schneider, previously with 
Kenyon & Eckhardt, New York, 
has joined Biow as supervisor on 
the Dunhill king-size cigaret ac- 
count. 


Wisconsin Agencies Merge 


Morrison Advertising, Milwau- | 
kee, and Davis-Greene, Waukesha, 
Wis., have merged under the name 
Morrison, Greene, Seymour Inc., 
with offices in Milwaukee and 
Waukesha. E. J. Morrison, presi- 
dent of Morrison Advertising, 
heads the new agency. John 
Greene, president of the former 
agency, is v.p. and treasurer. Ear] 
W. Seymour, who had been copy 
director of the Morrison agency, 
has been named secretary. 


Shatter Shifted to PR 


Charles R. Shaffer of the Syl- 
vania sales division of American 
Viscose Corp., New York, has been 
transferred to the company’s pub- 
lic relations department in Phila- 
delphia. He joined the company in 
1950. 


1953 World-Herald 
Consumer Analysis 


The World-Herald offers advertisers its ninth study 
of consumer buying habits in the Greater Omaha 
market. 


The 1953 Consumer Analysis shows brand stand- 
ings and store distribution of more than 100 grocery 
and drug products. 


It reveals buying habits, brand preferences, and 
ownership of homes and home appliances by the 


84,400 families in Omaha, Nebr., and Council Bluffs, 
Iowa. 


Get your copy of this valuable market study now! 
Address your request to our National Advertising 
Department, or the nearest O'Mara & Ormsbee office. 


Omaha _World-Herald 


ms 
—— ee > READ IN 3 OUT OF 5 HOMES 
a st 
= 5 Na IN NEBRASKA AND WESTERN IOWA = 
Ss 


oe a market of 11/. million people 
‘ with 2 billion dollars to spend 


250,172 Daily 260,205 Sunday 
Average paid circulation for March 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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How Fiction Becomes Fact 


“The dollar volume of direct mail advertising used by American 
business during the first two months of 1953 was $199,970,024, ac- 
cording to figures released today by the Direct Mail Advertising Assn. 
This represents a gain of approximately 242% over the corresponding 
figure of 1952. For February, 1953, the Direct Mail Advertising Assn. 
reports the dollar volume to be $98,142,249, a gain of approximately 
2%%% over the February, 1952, figure of $95,709,310.” 

Thus reads the complete release from the Direct Mail Advertising 
Assn. headquarters. The volume for the first two months was not, 
please note, $200,000,000. Oh no! It was not even $199,970,000, or $199,- 
970,025. No! It was exactly one hundred ninety-nine million, nine hun- 
dred seventy thousand and twenty-four dollars. And one can prac- 
tically see the columns of operators adding, multiplying, subtracting 
and dividing like mad to come up with this audited, certified, infal- 
lible figure. 

Only, of course, the whole thing is a hoax. This carefully com- 
pounded bookkeeping figure is nothing more than an estimate, made 
by applying a certain formula to the volume of certain classes of 
mail. But the release makes no mention of “estimate,” and the fig- 
ures, carried to the last odd dollar, are obviously designed to sound 
like exact statistics, and not estimates which might very easily be 
off a considerable number of millions of dollars. 

No one has a higher regard for statistics than we do. We have in- 
flicted a substantial number of them on the business, and we have 
reported innumerable others. Why then do we (for the second time) 
hold the DMAA figures up to scorn? 

The answer is simple. The DMAA figure, like a host of other fig- 
ures—from national income on down—is not amenable to statistical 
verification in the same sense that you can add up the amount of 
money you spent for living expenses last year. The figure is, and 
always must be, an estimate. The estimate can be good—meaning 
generally that it checks fairly well with other figures which are 
amenable to statistical verification—or bad, but it must always re- 
main an estimate. 

It is our contention that estimates should always be clearly lab- 
eled as estimates, and that nothing should be done to them to give 
them any appearance of bookkeeping figures (such as carrying them 
out to show the final odd dollar in a sum which includes almost 200 
million such dollars). ; 

We will buy the assertion by the DMAA that direct mail adver- 
tising is estimated to have totaled almost $200 million dollars during 
the first two months, approximately 242% above last year...but 
only if the figure is clearly labeled as an estimate, and carefully 
presented so that no one is likely to mistake it for a bookkeeping 
figure. 


Now Florida Wants TV Business 


A group of Floridians in the TV business, AA reports, believe 
that Florida can and should compete with California as a TV or- 
iginating center, as well as in tourist and citrus arenas. 

Personally, we'd like to see a few TV shows originate in Chicago 
or Cleveland or Atlanta or Memphis, or anywhere else any con- 
siderable number of plain, ordinary Americans hang out. We think 
it would also be all to the mustard, as the local hotshots used to 
declaim, if more ads were written in Peoria and Medicine Bow, and 
a somewhat smaller number in the inner sancta of better-known 
advertising commurities. 

It isn’t necessarily true all the time, but the centers of culture— 
whether advertising culture, TV culture, writing culture or whatnot 
—have a tendency to draw a little away from the common people. 
And that isn’t so good for selling. 

If we were programming for TV or radio, we'd be tempted to try 
to keep our finds broadcasting out in the sticks where we discovered 
them, rather than rush them to New York or Hollywood, or Miami. 


Rough Proofs | : 
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—Lichty, Chicago Sun-Times 


“1 am shocked by the lack of public responsibility shown by the press. ..every time 
| make an irresponsible statement you print it!.. .”’ 


What They're Saying 


Training for Propagandists 
...I believe we should recognize 


that propaganda is a new skill in 
America. A good propagandist can- 
not be created in weeks or months 
or perhaps years. The chief source 
of ready-made propagandists is 
(1) newspaper men, (2) foreign 
service officers, (3) advertising 
men. 

In my opinion, each of these has 
weaknesses until trained. The 
newspaper man is brought up with 
the idea that today’s story is dead 
tomorrow and hence tends to avoid 
the repetition which is absolutely 
essential to move an idea from 
paper to mind. The foreign service 
officer tends to be so conscious of 
local customs and ideas that he is 
inhibited against trying new meth- 
ods. Further, he tends to regard in- 
formation programs as dangerous 
and disreputable. The advertising 
man, on the other hand, tends to 
oversimplify and be insufficiently 
aware of the nuances and varia- 
tions from country to country. 

In my opinion, we need a smail 
but crack training school which 
could take in screened and quali- 
fied applicants in one end and from 
the other turn out skilled and effec- 
tive propagandists of truth. Such 
a school or college of propaganda 
should save its operating costs 
many times over... 

Sooner or later I think we must 
all realize that in today’s world 
ideas must have very high priority 
in America’s arsenal, and that the 
only thing which can overcome a 


persuasive idea is a better idea. 


—Statement of Theodore S. Repplier, 
president, Advertising Council, before 
the subcommittee on overseas infor- 
mation programs of the Committee on 
Foreign Relations, March 31. 


Murrow on Overseas News 

I venture to suggest that the 
basic problem that confronts us is 
the operation of a worldwide news 
service that is accurate, capable of 
_achieving credibility and designed 
to reflect with high fidelity Amer- 
‘ican purpose and policy. News is 


‘difficult to define. I think it was 


| 


Mark Twain who said that news 
is anything that causes a woman 
to say, “My goodness.” But news 
in the international arena can be 
recognized and measured. It is not 
advertising, and it is not psycho- 
logical warfare; it is ascertainable 
fact, subject to confirmation by 
varied and independent sources. 

An adequate and effective news 
service operated on behalf of a 
government must be staffed by 
competent newsmen, adequately 
paid. It cannot be the plaything of 
advertising men or “psychological 
warriors.” The men who direct it 
must be able to hire and fire as is 
done in privately financed news 
organizations. Civil service securi- 
ty for newsmen has not yet pro- 
duced a competent and flexible 
news organization. 

I am not persuaded that news- 
men can function effectively with 
congressmen looking over. one 
shoulder, or diplomats, or men 
trained to the foreign service, 
looking over the other. No one can 
deny that congressional scrutiny 
is essential to our overseas news 
service, but that scrutiny should 
perhaps be performed by some- 
thing in the nature of a permanent 
watchdog committee which would 
concern itself primarily with the 
product, rather than the past per- 
sonal idiosyncrasies of staff mem- 
bers. 


—CBS Commentator Edward R. Mur- 
row before the U. S. Senate subcom- 
mittee on overseas information pro- 
gram of the Committee on Foreign 
Relations. 


Long Live the Queen 

The British government figures 
to make a handsome profit on the 
forthcoming coronation of Queen 
Elizabeth. Although the ceremonies 
will cost about £925,000, it is ex- 
pected that happy Englishmen will 


celebrate by quaffing an extra 50,-| 


000,000 pints of beer. The taxes on 
this additional beer consumption 
will be twice the amount spent for 
the pageantry. 


—New York Journal of Commerce. | 


Advertising Age, April 13, 1953 


| 


“Bare of earth, water, insulat- 
‘ing atmosphere, the young earth 
‘cooled quickly, and during its sol- 
|stices piled successive snows upon 
‘its poles,” says a farm magazine 
_ad, with a bow in the direction of 
Life’s science editor. 


| 

* 

| 

_ The ARF is planning a research 
project to determine “who buys 
certain types of so-called men’s 
products, and the relative influ- 
“ence of men and women on the 
|purchase decision.” 


| Give the decision to the woman, 
‘if she’s a relative. 


“Ad copy should be more in- 
formative than is often the case 
now,” movie exhibitors believe. 

They think the ad writers should 
occasionally mention the plot, even 
when they’re chiefly interested in 
the contours of the heroine. 


“We are in the market for some 


more brains,” advertises Earle 
Ludgin & Co. 
Who isn’t? 
- 


The owners of ‘a small, profit- 
able, national advertising media” 
are willing to sell, but they don’t 
indicate whether their property is 
twins. 


Some agencies think most of 
their troubles in executing adver- 
tising campaigns are due to client 
confusion, but what client can read 
the newspapers these days without 
being just a little befuddled? 


A small but influential clique, 
says House Beautiful, would lead 
a “cult of austerity.” 

Do you suppose they want to 
take the Airfoam cushions out of 
the upholstery? 


“We need a copywriter,” ad- 
vertises an agency, “who can han- 
dle anything.” 

Including a recalcitrant client 
who would rather stay up than go 
to bed. 


“Advertising,” insists Jim Woolf, 
the sage of Santa Fe, “cannot make 
a silk purse out of a sow’s ear.” 

Not even a synthetic silk purse? 


o 
| 
| “Has yesterday’s creative adver- 
tising man joined the dodo, the 
/Know-Nothing party and the 100- 
cent dollar?” asks the Glader Corp. 
No, but he’s been reviewing 
|yesterday’s successful ads without 
| being too much impressed. 


| 


_ A new prize contest invites pet 
owners to pick the Ideal dog food 


ad with the greatest appeal. 
To the owner or the dog? 


Copy Cus. 
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DELAWARE VALLEY, U.S.A. 


: THE GREATER PHILADELPHIA MARKET 


eiphia area OY 


ad 
we dollars year 


pillion 


Delaware Valley today runs ’way ahead in big sales opportunities created by the first 
four factors. 1% billion dollar industrial expansion piles up purchasing power for 
1 million families. In tomorrow’s Delaware Valley, the all-important “5th Dimension” 
—the Growth Factor—is bound to bring you bigger sales results from advertising. And 
all over this growing Valley, THE PHILADELPHIA INQUIRER continues delivering new 
selling power to new advertisers every month! 


Che Philadelphia Inquirer 


Constructively Serving the World's Greatest Industrial Area 


: Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia ! 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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_. within a few weeks a six-station 


6-Station TV Net 
for Pennsylvania 
Educators Sought 


Harrissurc, Pa., April 8—Gov. 
John Fine’s committee on educa- 
tional television will recommend 


educational network for Pennsyl- 
vania. 

ADVERTISING Ace learned that the | 
committee’s plans are dependent on | 
two points. One is agreement by) 
the state legislature to allocate 
more than $2,000,000 for construc- 
tion and operation of the network, 
and agreement by the Federal 
Communications Commission to al- 
locate two additional stations to 


this state. 

The committee plans to introduce | 
appropriation bills into the legisla- | 
ture calling for $1,500,000 for im-_ 
mediate construction of five sta-. 
tions by the general state authority. 
Funds for a station in Pittsburgh | 
are being provided by grants from | 
the Ford Foundation, A. W. Mellon. 
Educational and Charitable Trust. 
and the Arbuckle-Jamison Foun- | 
dation. 


# Another appropriation of $850,-_ 
000 will be requested from the. 
legislature for operation of the net- 
work during the next two years. | 

In addition to channels already 
allocated by the FCC in Pittsburgh, 
Erie, Philadelphia and State Col- 
lege, additional stations will be re- 
quested for the Wilkes-Barre- 
Scranton and _  Harrisburg-York 
areas. 

If such a network is approved, it 
will reach about 86% of the state’s 
population. 


Maine Daily Publishers Elect 

Richard K. Warren, assistant 

ublisher and treasurer of the 

aily News, Bangor, Me., has been 
elected president of the Maine Daily 
Newspaper Publishers Assn. Other 
officers elected are Edward Byron, 
general manager of the Daily Ken- 
nebec Journal, Augusta, v.p., and 
Quentin Whittier, assistant general 
manager of the Lewiston newspa- 
pers, re-elected secretary-treasur- 
ace 


Buys Coast Publication 


Pan American Fisherman, San 
Diego, Cal., monthly business mag- 
azine of the West Coast commer- | 
cial fishing interests for tuna and 
albacore, has been bought by Bri- 
ant Sando, and will be published 
in Orange, Cal. 


IN AKRON 


DUTCH MASTER 
CIGARS’ 


consistent ads 
in The Beacon 
Journal are 

reaching... 


OF THE HOMES 


There’s no other 


medium or 
combination of 
media that 
offers so much 
for so little. 


BEACON JOURNAL 


POOSO SHS SSS SHE TETET S PH eH ee Seaaresesres 


Marchand to Gray & Rogers 
Charles Marchand Co., New 
York manufacturer of hair care 


products, has appointed Gray &|Am 


Rogers, Philadelphia agency, to 
handle its advertising, merchan- 
dising, public relations and pub- 
licity. Previously, C. J. La Roche & 
Co., New York, had the account. 


Coleman Forms Own Agency 

Robert S. Coleman, formerly an 
account executive with Doremus 
& Co., New York, has formed his 
own agency with John P. Broder- 


ick, at 52 Broadway, New York. 


Carter to ‘MacRae’s Blue Book’ | Savings Bank Assn. Drives 
MacRae’s Blue Book Co., Chi- 
cago publisher of a directory of | York has launched a $250,000 co- | promotion account manager for 


Mr. Carter formerly was associ-| banks to indivi i i isi 
ndividuals. Muir & Co., | 
ated with Industry & Power and |New York, is the agency. bead | 3g ps pp 


Sun Oil Promotes Banta 

eg Banta, assistant man- 
ager o e i - 
ufacturer of corrosion-resistant al- mod for Sun Oi a. “Phileoae 
loys, has appointed A. F. Marthens | phia, has been promoted to gen- 
& Associates, Chicago, to handle eral manager of the motor products 
its advertising. | department. 


Illium Corp. Names Marthens 
Ilium Corp., Freeport, Ill., man- 


Luce Joins Gardner Staff 

Robert L. Luce, formerly a copy- 
writer with Mergenthaler Lino- 
type Co., has joined the copy de- 
partment of Fred Gardner Co., 
New York. 
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Pine Agency Changes Hands 


Shirley E. Wooddell. for seven’ 


years a member of the staff of 
Charles W. Pine & Associates, 
Providence, has taken over the 
agency, which has become S. E. 
Wooddell Advertising. Mrs. Ella 
Marshall, formerly copywriter 
with WPTL, Providence, has 
joined the agency as copywriter. 


F.H. Hayhurst Co. Moves 


F. H. Hayhurst Co., Toronto 
agency, has moved to larger quar- 
ters at 7 King St., E. 


|Hoenshel Names Jay H. Maish 


| Hoenshel Fine Foods Inc., San- 
dusky, O., maker of brandied fruit 
cakes, plum puddings and brandied 
hard sauce, has appointed Jay H. 
Maish Co., Marion, O., to handle 
advertising. Previously, Robert R. 
Frissell Inc., Cleveland, handled 
the account. 


Joins Rack Merchandisers 


Market-Tiers, Spokane, has been 
elected to membership in Ameri- 
can Rack Merchandisers Inc., Chi- 
cago. 


Vegetable Ari to | 
Spice Morton Salt 
Spring Camp.tign 


Cuicaco, April 7— e taste ap- 
peal of fresh veget: ies will be 
featured by Morton £ :!t Co. in its 
advertising during the second 
quarter this year. 

Magazines, newspa crs and out- 
door will carry a s. \t-improves- 
taste message with c: ntinued em- 


phasis on the “When It Rains, It 
Pours”’ slogan. 

Full-color artwork of asparagus, 
lettuce, radishes and green onions 
will be shown in pages in June is- 
sues of Ebony and Life. During 
April, May and June, other copy 
will run in American Family, Bet- 
ter Living, Everywoman’s Maga- 
zine, Family Circle, Good House- 
keeping, Grit, Western Family and 
Woman’s Day. 

To cover local markets, b&w 
comic page sales cartoons by Vir- 
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in 771 food stores when 
you use 


~~ WMAQ CHAIN LIGHTNING! 


WMAQ CHAIN LIGHTNING is Radio that sells on sight! 
It assures delivery of point-of-sale displays 

to qualified WMAQ advertisers, in food stores controlling 
875 million dollars in food sales annually ... 

including 50% of the food sales in Metropolitan Chicago. 


When you buy WMAQ CHAIN LIGHTNING, you use 
the power of the leading Radio station in the Chicago 
marketing area. Power that moves your goods from 
special displays in 303 A&P Stores, 310 National 

Food Stores and 158 Jewel Food Stores. 


For information on the most successful radio 


or NBC Spot Sales. 


merchandising program in Chicagot, call WMAQ Chicago 


Merchandise Mart, Chicago 54, Ill. 


> Los 


SPOT SALES 


30 Rockefeller Plaza, New York 20,N. Y. 
Chicago 


Angeles Charlotte* 


Cleveland Washington San Francisco 


Atlanta* *Bomar Lowrance Associates 


17 


gil Partch will be used in 700 areas. 
Needham, Louis & Brorby is the 
agency. 


Set Parlin Memorial Award 

The ninth annual Parlin Memor- 
ial Award, sponsored by the Phil- 
adelphia chapter of the American 
Marketing Assn., will be presented 
at a dinner in Philadelphia’s War- 
wick Hotel, May 19. The award 
was established by the chapter in 
1945 in honor of the late Charles 
Coolidge Parlin, pioneer in the 
study of markets and the applica- 
tion of market research to sales 
and advertising. 


Brazee Boosted to Sales V.P. 

Creamery Package Mfg. Co., 
Chicago maker of dairy, ice cream 
and food machinery, has promoted 
James L. Brazee to v.p. in charge 
of sales. Joining the company in 
1940, Mr. Brazee has been in the 
general offices since 1948. 


Post Advertising Moves 

Harry F. Post Advertising, Chi- 
cago, has moved to new quarters 
at 10 E. Erie St. 


MARKING PENCIL 


Waites on Everything 


Thousands of grocers, 
druggists, hardware deal- 
ers and other retailers 
use Listo for pricing 
everything. They buy Listo 
because it gives them 
strong, clear, easy-to-read 
prices on everything in 
their stores whether it's 
metal, glass, cellophane 
| ...0f any other surface! 


Cash in on this estab- 
lished market by giving 
your retailer customers 4 
| mmprinted Listo pencils. 
For less than 25¢ your 
sales message will be read 
1000 times a day... for 
months! 


Write today for full 


details! 


EXTRA HEAVY LEADS THAT 
DON'T BREAK OR FALL OUT 


Only Listo bas the pat- 
ented’ Grip-T ype Sleeve” 
‘ which prevents breakage, 
keeps leads from falling 
oul. 


6 cotors 
YELLOW “.* 
BROWN 
GREEN 
BLACK 
BLUE 
©1953 REO — 


eS ee 


~~) 


CARBORUNDUM 


+Chain Lightning is also available in 
Cleveland, San Francisco and New York 


8 LISTO PENCIL CORPORATION i 
| Dep?. AA, 1925 Union Street A 
i Alamedo, California i 
Gentlemen: ' 
i Plieose send me full details on how we con 
§ pvt Listo Imprinted Marking Pencils to work 
for us. ] 
I name ' 
: COMPANY r] 
' ADDRESS i 
g cur STATE v 
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Gardner Joins Roy Rogers Langston Joins WMBR 


Don Gardner, formerly men’s|' Roger A. Langston, previously 
and boys’ buyer for Cavendish advertising manager of Florida 
Trading Corp., Los Angeles, has State Theaters, has been appointed 
been named merchandise manager promotion manager for the radio, 
of Roy Rogers Enterprises, Holly- television and FM operations of 
wood. |WMBR, Jacksonville. 


* 
with a Ueumadter 
THE EASEL PORTFOLIO THAT DISPLAYS 

ONE SHEET AT A TIME 
As each sheet is viewed, it is flipped 
over the top. Special construction allows 
ai sheets to lie perfectly flat without 
nsive cloth hinging. Loose leaf. 
lenply lift Viewmaster by the front cover 
and the automatic easel sets it up firmly. 
Carried in stock in four sizes. 


END FOR 
FREE FOLDER 


*Also 100s of other items. 


Agency Execs Blow Their Tops Because of 


(1) Clients and (2) Account Executives 


PHILADELPHIA, April 7—A panel agency bearing his name. 
of five prominent agency men set) 
out last week to tell a combined # On the panel were Jerome B. 
meeting of the Philadelphia Guild Gray, senior partner of Gray & 
of Advertising Men and the Ad- | Rogers; Vincent Benedict, presi- 
vertising Alliance of Philadelphia | dent of the Art Directors’ Club of 
why they blow their tops and what Philadelphia and art director of 
their gripes are, and quietly agreed Gray & Rogers; Harry P. Bridge, 
it was the client first and account president of Harry P. Bridge & Co.; 
man second. Clarence R. Palmer, media direc- 

The panel discussed a variety of tor of John Falkner Arndt & Co., 
‘subjects at the April 1 dinner 2nd Jesse A. Plumley, production 
meeting, but it all boiled down to| Manager of Geare-Marston Inc. 
complaints about know-it-all cli- William Berry, manager of the 
ents and ivory-tower contact men. ne Automobile Club, was 
| Prior to the panel discussion, the | moderator. ; 
‘first annual merit award to the, The first question thrown at the 
‘young person in advertising in the Panel was how can an agency best 
‘Philadelphia area who contributed | Prevent the client from rewriting 


‘most to further the ad careers of COPY prepared by the agency. Jerry 
‘other young people was given to| Gray seemed happy to answer that 
e | James P. Dwyer, v.p. of William | °ne- 

Jenkins Advertising Co. The plaque 


Sales Tools, Vue. 1702 W. Washington Bivd., Chicago 12, til. 4 
joer 
ee ee ee ne ieee ae ne sgn [see G. Pollock, head of the often spend three to four hours on 


“You just don’t control clients,” 
and $100 in cash was donated by jhe said. “I do my writing at night, 


It Pays to do business with Lake Shore 


Because Lake Shore is completely 
staffed with specialists. Take our chief 
ressroom consultant above, for instance. 
le’s checking the first proof pulled off the 
press. His all-around knowhow is the result 
of years of pressroom experience with black 
and white and four-color printing. 


Basically, this man’s specialty stems from 
an exhaustive knowledge of every phase of 
electrotyping, plus a thorough familiarity 
with pressroom processes and procedures. 
That’s the reason he can quickly deliver the 
answers to the most complex printing prob- 
lems, both in the planning stage and on the 
press. 


This man is just one of many specialists 
located in Lake Shore’s plant—ready to give 
swift, expert service wherever you are... 
whatever your problem. 


ny KC 
DIVISION | 


NEW YORK LOS ANGELES 


SAN FRANCISCO 


These men have contributed much to Lake 
Shore’s high-quality reputation—-have been 
largely responsible for such revolutionary 
achievements as the pre-madeready electro- 
type—to assure better printing and reduce 
makeready time on the press. They form the 
backbone of Lake Shore’s ee com- 
pany—a company with the technique, 
personnel, and en cqpenaita thinking to guar- 
antee you the finest reproduction possible. 


( ONLY CHICAGO PLANT OFFERING " 
A COMPLETE SERVICE FOR: 
Vinylite Electrotypes @ Bishop-Stanseil 
Pre-made-Ready Electrotypes @ Centrifugally 
Cast Electrotypes @ Reillytypes @ Reilly 
Plastictypes @ Direct Pressure Mats and 
Stereotypes (Day and Night) Reprint 
Service @ Complete Filing and 

, en Facilities 


—— -ELECTROTYPE DIVISION 


INDIANAPOLIS ELKHART — NEW HAVEN 


| 


| 


| 
| 


one piece of copy. It takes a client 
30 seconds to change everything.” 
He said he has tried everything 


including “Stuff it...” 


“The trouble with clients is that 
they know much more about ad- 
vertising than any agency and 
more than any advertising man,” 


he added. 


® Mr. Berry, who took the part of 
the client in the panel and is a 
client, wanted to know how come 
the “‘poor, hapless client is the s.o.b. 
without exception,” and why do 
agencies always make everything 


look so difficult? 


Mr. Palmer then came up with 
a brief tirade against the account 
executive as the likely culprit in 
the deal. But then he added that 
often it is the client who propounds 


the impossible. 


“The poor executive has to cover 
for his agency,” he said, ‘“‘He’s in 
the dog house with the client. The 
account manager notoriously is on 
the side of the client. He sees him 


too often.” 


Frequently, Mr. Palmer added, 
the client butts in where the agen- 
cy is supposed to butt in. And 
sometimes the impossible job the 
client talks about is impossible be- 
cause of the impossible condition 
with which he (the client) sur- 


rounds it. 


= Mr. Bridge, in reply to a ques- 
tion about why agencies permit or 
condone so-called widespread use 
of foolish and unsupportable ’su- 
perlatives in advertising, said this 
criticism actually pertains to a 
very limited amount of advertising. 
Cigarets and liquor are particularly 
to blame in this because they can 
say so very little about their prod- 


ucts. 


“Yet, most of the advertising to 
which people object is the most 


successful,” he added. 


On the subject of account execu- 
tives, Mr. Palmer said they fre- 
quently assume the prerogative of 


how to buy time and space. 


Altec Lansing to Dan Miner 

Altec Lansing Corp., 
Hills, Cal., maker of high fidelity 
sound equipment, has appointed 
Dan B. Miner Co., Los Angeles, to 
its advertising. Peerless 
Electric Products, an Altec divi- 
sion making transformers, will be 
served also. Radio, television, and 
motion picture trade publications 
will be used. Previously, Abbott 
Kimball Co., Los Angeles, had the 


handle 


account. 


West Coast Soap to Long 


West Coast Soap Co., Oakland, 
Cal., has appointed Long Adver- 
tising Service, San Francisco, to 
direct advertising, sales promotion 
and marketing activities for 
Powow cleanser and White Navy 
soap. Intensive tests in several Pa- 
cific Coast markets are planned. 
Previously, Buchanan & Co., San 


Francisco, had the account. 


announced later. 


‘Companion’ Names Turner 
formerly 
the Tanners’ Council of America, 
has joined Woman’s Home Com- 
panion, New York, to work on 


Lucille Turner, 


editorial store promotions. 
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Beverly 


Gas Assn. to Bozell & Jacobs 

The Independent Natural Gas 
| Assn. of America, Washington, has 
/appointed Bozell & Jacobs, New 
| York, to handle its new public in- 
formation program. Plans will be 


with 


VARiGRAPH 
LETTERING INSTRUMENT 


Now anyone can do perfect hand-lettering to fit 
any job. Varigraph letters more than 500 sizes 
and shapes from each of 113 type style templets. 


Write today. No obligation. Dept. 94 


VARiGRAPH CO., 


Inc. = 
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Rrra T BOK OP 


New Trends Will Step Up Sales 


In Today's Home B 


There is much more to the home, 
building business today than meets 
the myopic eyes of those econo- 
mists whose attention never strays. 
from charts and figures. 

The industry is no longer en- 
tirely at the mercy of the country’s 
vital statistics, says PRACTICAL 
BUILDER and it takes no great. 
imagination to see that important. 
new factors which lend themselves | 
to good old fashioned American 
selling and merchandising are pres- 
ent in home building today. 

-Here are some of the develop- 
ments that make this home build- 
ing boom different from others, 
and that are going to affect every- 
one who sells building products. 


® For one thing, there has finally 
been introduced into the home 
building business an obsolescence 
factor. Builders and buyers have 
become emancipated from the 
tradition of Cape Cod, New Eng- 
land Colonial, Georgian, French 
Provincial and the other styles 
that had their roots in the past. 
There is evolving an architecture 
indigenous to this era, and one 
geared to the tempo of present day 
living. The houses built in the 20’s 
were very little different from 
those built 20 and 30 years before. 

Contrast them with today’s mod- 
ern house, and it must be agreed 
that our 20-year old houses are as 
dated as 10-year old automobiles. 

This obsolescence factor has in- 
spired an enormous amount of re- 
modeling and modernizing and has 
stimulated a large volume of new 
home construction among people 
dissatisfied with their 20 or 30- 
year old homes. Remodeling does 
a great job to help make the old 
houses more livable, but there is 
a limit. No amount of remodeling 
can make a 2-story, 1929 house in- 
to the modern, cheerful 1-story 
home so popular today. 


s Now, what goes with obsoles- | 


cence, like ham with eggs? The 
trade-in. That’s right! And the 
practice of accepting an old house 
in trade as a down-payment for a 


new house is becoming more and | 


more prevalent with builders in 
many communities, PRACTICAL 
BUILDER says. 

Of course this puts the builder 
into the real estate business, but it 
also puts him in the remodeling 
business. Like the automobile 
dealer who has to fix up a used car 
before he can sell it, the builder 


often has to do some remodeling, | 


modernizing or repair before he 
can sell the house he took in trade. 
Those two factors, PB’s editors 


point out, are extremely important | 
because they determine whether 


we build at a minimum level— 
based on the number of new fami- 
ly formations and natural replace- 
ment demand—or at a much high- 
er level. Roughly, we might say 


that the obsolescence factor would | 


account for the difference between 
a 700,000 unit building year and 


a million-plus unit home building | 
year, after shortages in accumu-| 


lated demand have been rnade up. 


s Still another fundamental that 


distinguishes this home building | 
boom from previous booms is that. 


for the first time in the history 
of the home building business, we 


have built millions of homes for) 


young people. We had a valuable 
assist from the financial people to 
accomplish this. An assist in low 
down-payment, long term amor- 
tizing mortgages, bolstered by 
FHA and VA underwritings. 

It widens the new home build- 


ing market tremendously, because 


it brings into the market a whole 
new set of buyers. We have today 
for the first time in this century 
more home owners than renters. 


ally millions of famili:: are breed- 

ing themselves out © the small, 

minimum homes the) ought just 

~ . ™ a few years ago. Minny of these 
uilding Business families are going tc move from 
their now too small ‘iomes into) 

: larger homes. That dds to the 

In 1927 we built: pos home market, h ped by the 
454,000 single family homes (trade-in mentioned | fore. Many 

le _99,000 duplexes | others are going to «model and 


254,000 apartments 
807,000 


In 1951 we built: 


900,100 single family homes 
40,400 duplexes steadier, and one w! ch will re- 
150,800 apartments spond to continued ac: ertising and 
“T,091,300 selling. Also to achieve success in 
this market the building products 
In 1930 14,002,000 people owned | manufacturer needs ‘ expose his 
their homes. In 1950 this figure | product to the biggest builder buy- 
went up to 23,383,000, or 55%. Any ing power he can find, the builder 
change of this magnitude is bound | audience reached by PRACTICAL 
to have its effect on markets. Liter- | BUILDER. 


‘add to homes they liv: in, and both 
processes have alreac started. 

It is evident that .e« are deal- 
ing today with a home building 


market that is larger, « ifferent and 


Worried About “Sub” Expiration | 
“I have been enjoying PRAC-| 
| TICAL BUILDER for the past four | 
years and believe you have the best 
building magazine in the country. 
“I missed the last issue, and am 
wondering if my subscription has 
expired*. If it has, please renew it 
for 3 years and bill me.” W. M. 
Sheppard, Merino, Col. 
*There’s no better testimonial. 
They look for PB each month. 


When You're In PB—You're In! 

“From the results we have had 
from PRACTICAL BUILDER from 
our first advertisement which ap- 
peared in the August issue of 1952 
to date, we would not consider 
missing a single issue. It is the 
lowest cost per unit of sales of any 
of the seven national magazines 
we use.” Earle F. Thompson, Lev- 


elall, Rockland, Mass. 


‘PB’ Gains Pass All Others 
With more advertisers every- 

where going after the lush, multi- 

billion dollar building market, 

PRACTICAL BUILDER _ gained 

more advertising pages (86) in the 

first quarter of 1953 than either the 

#2 or #3 publications. 

This strong trend to the “Blue 
Book of the Light Construction In- 
dustry” is compelling evidence 
that wise buyers of building ad- 
vertising know that... 

(1) PRACTICAL BUILDER deliv- 
ers the Biggest Builder Buying 
Power of any magazine serving 
the Light Construction Industry. 

(2) PRACTICAL BUILDER gets 
read more thoroughly than any 
of them (as proved by unbiased 
reader-preference surveys). 

(3) PRACTICAL. BUILDER pro- 
vides all these benefits at the 
lowest rates. 


Says “Bill” Atkinson, Big Builder of Midwest City, 
| Oklahoma, ex-president NAHB: “It must be 


| gratifying to Practical Builder as it is to me to 


| 
| 


| j | Butoer 
| nbDesrbered 


| 
| 
| 


| out to be 


| 


| 


! 
| 


in any medi 


see ‘Its Operation—Trade Secrets’ (to which 


we both gave birth) grow into such an important 
and worthwhile activity. You have done an 
outstanding job in broadcasting this information 
in a practical and ready-for-use manner.” 


m, and at lowest cost. 


construction 


It was the great Thoreau who said:“Any fool can 
make a rule...and every fool will mind it.” 

The smart publisher sticks fast to fundamentals 

but makes rules only to break them. Take, for instance, 
practical builder. 7 has pioneered one idea 
that was off the beaten path but turned 
ht profit-road. The net result is 


editorial program they find 
nowhere else; 2) PB offers advertisers 


the largest 


contractor- builder buying power you can get 


industry 
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ABC Dessert Co., Los Angeles ; , 
manufacturer of Reddy-Fruit, has) New York, April 8—What is 
appointed Rockett-Lauritzen, Los claimed to be the largest advertis- 
Angeles, to direct advertising for ing program ever scheduled for 
the product. Newspapers and tele-| women’s bathing suits will start 
ne, vision will be used to reach the with a full-color spread in the May 
e por agy ole ge so ane ye o it~ | issues of Charm and Seventeen 
: couver, has named the agency also | for Jordan Mfg. Corp.’s Sea Nymph 
to handle advertising and sales|SWim suits. 
promotion in the Southern Cali-| These ads will be followed in 
fornia area. June and July with full-color 


The Stuff 
Good Ads are Made of 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


Two Name Rockett-Lauritzen | Jordan Plans Biggest Swimsuit Campaign ! 


|pages and fractional pages in) 
Ebony, Glamour, Mademoiselle, | 
Modern Romances, Modern Screen, | 
Motion Picture, Our World, Photo- 
play, Radio TV Mirror, Screen- | 
land, Screen Stories, Silver Screen, 
Today’s Woman, True Confessions, 
True Experience, True Romance, 
True Story and True Love Stories. 

In addition, complete promotion-— 
al kits with full-color three-dimen- 
sional displays, window streamers, 
car cards, mat service, a special 
'swim suit selector and sales train- | 
\ing booklets for retail personnel | 
are being supplied to dealers. 

Twenty-four sheet posters will 
also be used. 

Gilbert Advertising Agency is 
handling the account. 


| 
| 
| 


Farrer Joins KSTL, St. Louis 


MAGAZINE LAYOUT—Jordan Mfg. Corp. will use this spread with bronze background 
in Charm and Seventeen in May, part of a campaign in 21 magazines. 


Charles C. Farrer, formerly sales 
‘manager for WJLD and WJKN- Comtois Named Sales Head 
|TV, Birmingham, Ala., has joined David H. Comtois has _ been 
'KSTL and KSTL-TV, St. Louis, named sales manager of Screw 
|as assistant to the president, Wil- Corp. of America, New Britain, 
‘liam E. Ware. |Conn. 


Surprise Package 
| Private Secretary 
Yellow Pages 
Changing Times 


ae 


@ This has been called the freshest idea to hit the brewing 
industry in years. Every carton of Meister Brau’s “Fiesta 
Pack”: is a surprise package. Each can is a different color 
and design, whether the carton holds six or twelve. Even 
the carton colors are changed frequently. Beer lovers have 
greeted ‘Fiesta Pack” with open arms and purses. BBDO 
Chicago conceived and executed the entire idea. 


ote ie ees |e oo eee 
© Top magazine editors —like Edith Ramsay of The Amer- 
ican Home — tell the helpful service story of the Classified 
Yellow Pages for the New York Telephone Company. These 
150-line ads pop right out in a crowded newspaper page, 
thanks to their editorial appearance. (National advertisers 
note: If you have a trade-mark listing in the “where-to- 
buy-it” Yellow Pages, it pays to say so in your copy.) 


Be 


@ Newest TV show for Lucky Strike is Private Secretary 
(Sundays, CBS-TV). This half-hour comedy, filmed in 
Hollywood, stars Ann Sethern as an oversolicitous secre- 
tary who masterminds the affairs of her talent-agent boss and 
settles his private problems to her own satisfaction, Private 

' Secretary brings to four the number of Lucky Strike pro- 
ductions that are currently being seen on television. 


@ Holiday magazine was designed to reflect the Big 
Change in our nation to a more pleasurable, more mobile 
way of life. That’s why it is read by the leaders of this big 
change. The much-talked-about “rocker ad” above is the 
first of a series of large-space newspaper advertisements 
now telling this market story to advertisers and agency 
people—and getting remarkable results for Holiday. 


BATTEN, BARTON, DURSTINE 


& OSBORN, INC. Advertising 


NEWYORK * BOSTON * BUFFALO * CHICAGO © CLEVELAND + PITTSBURGH * MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD + LOS ANGELES + DETROIT 


Dell Will Continue 
Campaign About Its 


Wholesome Comics 


New York, April 7—Dell Pub- 
lishing, which puts out a list of 
comics books as long as your arm, 
is in the middle of an ad drive in- 
tended to push the prestige of the 
field by emphasizing that most 
comics are wholesome—and, of 
course, to promote Dell sales. 

So far, Dell has used two color 
pages in The Saturday Evening 
Post. The more recent insertion 
appeared in the Jan. 10 issue and 
featured an eye-arresting montage 
effect combining live photography 
and comics characters. The layout 
showed a youngster sprawled in a 
chair with a comics book on his 
lap. All around him were comics 
characters like Bugs Bunny, Woody 
Woodpecker, Howdy Doody, Porky 
Pig and Space Cadet. 


# The headline read, “Good friends 
for him...and mother, too...in 
Dell Comics.” Copy stressed 
“wholesome heroes,” “happy ad- 
ventures” and _ the _ publisher’s 
“great responsibility we bear to 
you and your children.” The result 
is “a happy reading experience” 
and “peace in your home...and 
peace in your mind.” 

Prepared by Robert W. Orr & 
Associates, the ads are said to have 
brought hundreds of letters from 
individuals and teachers’ groups. 
Many letters carried requests for 
reprints. 

Harold Clark, Dell advertising 
director, said that the assurance- 
to-parents technique has been quite 
successful and that the campaign 
will be continued. However, the 
schedule is still in the tentative 
stage, and there is a _ possibility 
that insertions will be planned in 
magazines in addition to the Post. 


Promotes Intercom Phones 


Kellogg Switchboard & Supply 
Co., Chicago, an associate of Inter- 
national Telephone & Telegraph 
Corp., has planned intensive 1953 
promotion of its Select-O-Phone 
intercommunications equipment, 
including the new Select-O-Phone 
executive station. Schedules call 
for insertions in Burroughs Clear- 
ing House, Dun’s Review, Factory 
Management & Maintenance, For- 
tune, Harvard Business Review, 
Nation’s Business, Office Magazine, 
and U.S. News & World Report. 
Glenn, Jordan, Stoetzel Inc., Chi- 
cago, is the agency. 


American Dairy Assn. Elects 


Merrill N. Warnick, Pleasant 
Grove, Utah, for three years v.p. 
of the American Dairy Assn., Chi- 
‘cago, has been elected president. 
|‘Lyman D. McKee, Madison, Wis., 
\chairman of the advertising com- 
|mittee, has been elected v.p. 


Cappel Promotes Hegel 


| Eugene Hegel, creative director 

,of Cappel, MacDonald & Co., Day- 
ton merchandise incentive consult- 

| ant, has been promoted to v.p. He 

will continue to direct creative ac- 
tivities, 
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Domestic Engineering Dealers are telling y our prospects 
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hensive ecles portfolio been Pe for domestic engineer- 
ing contractor-dealers to help them plan and execute 
year around sales campaigns—to help them sell your 
plumbing, heating, air conditioning, and appliance prod- 
ucts to homes, farms, commercial, industrial and institu- 
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b ’ decnare One of Domestic Engineering’s Bay City 

Story has aroused contractor-dealer interest in the 
multi-billion dollar remodeling market to the highest point 
in industry history. 


Now, manufacturers, wholesalers, and contractor-dealers 
know that modernization is a market for today, tomorrow, 
and every day in the future... 


..amarket willing, waiting, and able to buy new kitchens, 
new bathrooms, new laundries, new heating systems, air 
conditioning, and all related specialties and accessories . . . 


. a market not subject to fluctuation nor complicated 
by new construction competitive factors .. . 


. .a market of year around activity and of big, depend- 
able profits. 


OLUME Two of Domestic Engineering’s Bay City 

Story—the most comprehensive sales portfolio ever 
created for domestic engineering contractor-dealers—is 
now in the process of distribution. This portfolio is your 
key to the remodeling market, your means for a new kind 
of wholesaler and dealer cooperation that will put your 
products in the forefront of sales campaigns everywhere, 
aimed directly at the modernization market. 


The Domestic Engineering Modernization Sales Kit con- 
tains everything the contractor-dealer needs—newspaper 
ads, radio commercials, direct mail pieces, display material, 
news releases, plans and layouts, a concise report on 
finance plans, time-tables, and a procedure manual—to 
move quickly and effectively into big remodeling activity. 
The kit is being released in quarterly sections to keep 
dealer promotion at a high level the year around and to 
time sales activity to seasonal interests and demands. 


The kit for the first three months is now ready for distri- 
bution. Get the facts about it and about Domestic Engi- 
neering’s plan for manufacturer cooperation today. 
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21.8% WILL REMODEL BATHROOMS 


52.4% OF WARM AIR HEATING PLANTS ARE GRAVITY 
30% ‘OF REFRIGERATORS ARE OVER 10 YEARS 0 
30.9% HAVE HAND-FIRED HEATING PLANTS 


14.2% WILL BUY NEW WATER HEATING 
97.7% HAVE NO WASTE FOOD DISPOSER 


45.7% OF HOT WATER SYSTEMS ARE GRAVITY FLt 


41.5% HAVE RANGES OVER 10 YEARS OLD 


21.5% WILL REMODEL KITCHENS gpl 


41.9% WILL BUY LAUNDRY EQUIPMENT 


98.2% HAVE NO DISHWASHER 


4 
a 
ee — 
ities 
me can dh 
¢ S rt 
- 
ie % 
ae i 
Porc SK i 
6 <3! 
e 3 


76.9% HAVE NO AUTOMATIC WASHERS 


rs 


17.3% HAVE LEAKY FAUCETS 


67% HAVE NO SHOWER FACILITI 
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21% WIEL, REMODEL HEATING 


30.6% WILL SPEND $500. AND UP IN REMODELING 


If you sell Phabing, Heatiog, Air G onditioning on Appliances 


Until Domestic Engineering com- 
pleted its history-making Bay City 
Survey*, manufacturers, wholesalers, 
and contractor-dealers knew only that 
the remodeling potential was gigan- 
tic, but they did not know just how 
big it is, nor did they know how to 
measure it in terms of individual 
communities. 


Specific needs in bathroom, kitchen, 
laundry, heating system, and air con- 
ditioning products and units were a 
matter of conjecture. Property own- 
er interest in remodeling was wholly 
unexplored as were buying intentions 


and ability to buy. 


*The Bay City Survey was made under the direction of 
Dr. Charles L. Allen, head of the Market Research Depart- 
ment of Northwestern University. A staff of 40 interviewers 
worked for a solid week calling on homes, farms, commercial, 
industrial, and institutional building owners and managers to 
pons the first comprehensive survey of the modernization 
market. 


The Bay City Survey* changed all 
that. It not only measured the mar- 
ket for size, it also established the 
yardstick with which contractor-deal- 
ers everywhere could estimate their 
own community potential in specific 


product and unit needs. 


It showed the degree of property 
owner interest in remodeling to be 
at an unsuspected high level; and it 
established ability-to-buy factors that 
make it easy for contractor-dealers 
to gauge the degree of selling and 
promotional effort necessary to con- 


vert potential into sales. 


Charted above are some of the Bay 
City findings that can be projected 


i 


ucts in 


contractor-dealers who are launching s:les campaigns that will show 


7 THIS is your MODERNIZATION MARKET 


for almost every community in the 
U. S. If you sell plumbing, heating, 
air conditioning or appliances this 
is your modernization market. It’s 
not the complete picture, of course, 
but Volume One of the Bay City 
Story which gives the complete pic- 
ture, is available to you to study with 
your products in mind. 


Domestic engineering contractor- 
dealers the country over have the 
Bay City facts and are right now 
making plans to go after moderniza- 
tion business as never before. Vol- 
ume Two of the Bay City Story— 
the Domestic Engineering Moderni- 
zation Sales Kit—makes it easy for 


them, and you, to get this business— 


o the selling han 
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Bay City Survey were pub- 
lished in the November, 1952 
issue of Domestic Engineering 
...a@ limited number of copies 
still available to manufacturers 
and their advertising agencies. 


The Domestic Engineering plan for knowing and 
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selling the gigantic American Modernization 


ae 
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Market is now réady to go to work for you... 


Knowing a market is, of course, the 


_ first essential in making a plan to sell 


that market. Volume One of the Bay 
City Story gives you the facts about 
the gigantic American Modernization 
Market, and Volume Two of the Bay 
City Story provides manufacturers, 
wholesalers and contractor-dealers with 
the means for working together to do 
an organized job of selling plumbing, 
heating, air conditioning, and ap- 
pliances for remodeling in homes, 
farms, commercial, industrial, and in- 
stitutional structures. 


Manufacturers and their advertising 


2 ty 


agencies can use the market data to 
help visualize the possibilities of specific 
products and to better key their adver- 
tising and sales effort to wholesaler and 


contractor-dealer action. 


Manufacturers and agencies will find 
it possible to complete their advertising 
and sales approaches with the Domestic 
Engineering Modernization Sales Kit, 
supplying specific illustrations of bath- 
rooms, kitchens, laundries, heating 
equipment, air conditioning, and all 
related specialties and accessories to 


wholesalers and contractor-dealers. 


This will mean that all—manufacturers, 
wholesalers, and contractor-dealers will 
be working together toward the com- 
mon objective of continuously selling 
the modernization market on a year 
round schedule and with uniformity of 


purpose and materials. 


Ask for the facts about the Domestic 
Engineering plan now. Put your prod- 
ucts into thousands of modernization 
jobs through the domestic engineering 
contractor-dealers who will be concen- 
trating on this always-active, always- 


profitable market. 


Consult Your Advertising Agency about 


DOMESTIC ENGINEERING 


1801 PRAIRIE AVENUE 


The first details of the 


CHICAGO 16, ILLINOIS 
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STICK-UP—Minnesota Mining & Mfg. Co., 

Minneapolis, gets its own product—Scotch 

tape—used in assembling the 43 eyes, ears 

and assorted pieces issued for this stick- 

together contest. Batten, Barton, Durstine & 
Osborn is the agency. 


Contest Will Put 
Scotch Tape on a 


Million Funny Faces 


St. Pau, April 7—More than a 
million users of Scotch tape will 
be making “funny faces” during 
May and June, according to pre- 
dictions of Minnesota Mining & 
Mfg. Co., which is running a con- 
test on them. 

Prizes in the contest promotion 
will total $25,000. To be eligible, 
each contestant sends in his “fun- 
ny face” drawing along with the 
tab from a roll of the Scotch brand 
cellophane tape. Entry blanks will 
provide an outline of the face, plus 
43 assorted eyes, ears, noses, 
mouths, mustaches and eyebrows. 

The company points to this spe- 
cial feature of its promotion—that 
it is one of the few contests in 
which the contestants actually use 
the product being advertised. In 
this case, the contestant will use 
the cellophane tape to “paste up” 
the funny design he arrives at. 


® National advertising in support 
of the contest, which runs through 
June 30, will include three Sun- 
day supplements and 1% pages in 
Life. In addition, it will be plugged 
on the Tuesday edition of the day- 
time NBC-TV show, “Ding Dong 
School.” Retailers are being sup- 


plied with display materials and. 


entry blanks. 


Batten, Barton, Durstine & Os-| 


born, Minneapolis, is the agency. 


FC&B, Los Angeles, Shifts 
Staff, Names Kenneth Moore 


As part of a reorganization of 
the media department, Foote, Cone 
& Belding’s Los Angeles office has 
appointed Ken - 
neth V. Moore, 
previously with 
Erwin, Wasey & 
Co. on the Carna- 
tion account, 
manager of the 
department. 
George Weaver, 
who has been in 
the department 
for more than 10 
years, becomes 
director of media 
research and an- 
alysis. 

Mary Donnelly, previously with 
J. Walter Thompson Co., Chicago, 
has been appointed newspaper 
space buyer. Other department 
personnel remain unchanged. 


Kenneth V. Moore 


Two Name Picard, Marvin 


Coaxial Connector Co., maker of 
electronic components, and West- 
ern International Co., distributor 
of electrical equipment for indus- 
try and research, both of Mount 
Vernon, N. Y., have appointed Pic- 
ard, Marvin & Redfield, New York 
(previously Picard Advertising 
Co.), to handle their advertising. 


| Flo-Ball Drives in Chicago ! 


| Television spots will be carried by | 
|, WGN-TV, WBBM-TV and WBKB, | 
» Chicago. Newspaper schedules have | 


| way Hughes, previously promotion 
/'manager of Better Living, who has 
‘been appointed manager of sales 


The city-to-city saturation pro- | 
motion of the Flo-Ball Pen Corp., 
New York, will move into the Chi- | 
cago-Milwaukee area April 27 for | 
two weeks. Schedules call for a 
series of six ads in the Chicago. 
Tribune, Chicago Daily News and | 
Milwaukee Journal. Around-the-_ 
clock radio commercials have been | 
set for WGN and WCFL in) 
Chicago, and WEMP, Milwaukee. 


been prepared by Batten, Barton, 
Durstine & Osborn. 


NBC Names Two Admen 


Thaine Engle, formerly of 
WBAP, Fort Worth, has been 
named supervisor of TV audience 
promotion for National Broadcast- 
ing Co., New York. Also joining 
the advertising and promotion de-— 
partment of the network is Ridg- 


promotion for radio and TV. 
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Sure! You know 


YOU CHOOSE FROM 


You need always to weigh the suitability of 
the paper you use to the selling message that 
represents you. Your mailing should go on the 
paper that best meets the varying considera 
tions of strength, brightness, cost and other 
factors that relate to the job in hand. 


That is why it pays to know you can choos« 
from not one—but four bond papers from the 
famous Hammermill line. For each of these four 
sheets does a variety of jobs well. Each is eco 
nomical to print and attractive to look at 


Remember—it PAYS TO DO BUSINESS ON 


THE HAMMERMILL WATERMARK IS OUR 
WORD OF HONOR TO THE PUBLIC 


BOND 


BOND PAPERS MADE BY HAMMERMILL 


.-- but did you know that 


WITH NEW—1953— QUALITIES 


1. Luxurious Cockletone Bond. The 
letterhead paper you'll find in offices 
where decisions count. The result of 20 
years’ laboratory research and experi- 
ments, this paper has every wanted 
quality found in bond papers selling at 
considerably higher cost. 


2. Versatile Hammermill Bond. You 
can now obtain this most famous of all 
bond papers in a new, more brilliant 
white, with improved snap and crackle, 
with greater bulk and strength. Tens of 
thousands of business firms rely on it 
for attention-winning sales letters, neat 
invoices, time-saving business forms. 


3. Management Bond. Created to pro- 
vide business with a low-cost water- 
marked bond paper, this quality grade 
is now available in amore pleasing white, 
with increased strength; maintains 
printability— which has made it a popu- 
lar choice for economical mailings. 


4. Fast-running Whippet Bond. A 
pleasing new white, greater opacity 
and strength characteristics that really 
“stand out” are 1953 qualities of this 
unwatermarked bond. Specially man- 
ufactured to give maximum speed 
maximum savings—in the fast produc- 
tion of carefully budgeted printing. 


INCREASED PRODUCTION makes all these Hammermill papers readily available 
Specify a bond paper made by Hammermill on your next printing order. Ask your 
printer's advice on the right one for your specific need. Get to know them your- 
self. Mail the coupon today or ¢ a ) CaengD packet of Hammermill'’s “Efficient 4." 


Ham mermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me—free—a sample packet showing the four 


Hammermill bond papers. 
Name 
Position = 
Please attach to, or write on, your business letterhead.) Anat 
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Advertising Age, April 13, 1953 


3 Sets Up Tokyo Branch Willi ; ares 
a 9 . K A Ms: Samuel A. Prat, a study | William Piel Dies; 
ir r tor ernat a ; 2 
pinion: eased i wee York, President of P iel 


/Recovery Administration in 1933,| been on the air for 23 years, was 


and became chairman of the third also directed by Mr. Page. 

regional board of the code authori- During his career with Prairie 
ty. Later, as chairman of a con- Farmer, Mr. Page was also active 
vention of 60 brewers, he helped | in organizing the Illinois Agricul- 


For LISTS, DIRECT MAIL, MAIL ORDER aps aS gone to Tokyo to estab a 
We've got the liste—the know how—mail pro- |Far East headquarters for the re- 


meen, qsested, seanglenes. See search company. He will set up 


D 
increase pull, avoid mistakes and headaches. s 
WRITE OR WIRE TODAY! marketing, management and re- 


©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Me. search facilities. 
é Sas I Ce 

THE QUAD-CITIES 
are 2nd in E.B.1. 


among all the 


metropolitan areas 
in lowa-illinois 


ee ee ee 


These newspapers cover 
3 of the 4 Quad-Cities 


Zhe ROCK ISLAND 7¥egues 


f mitted to the bar in 1907. 


Brewery Since 1916 


chairman of Piel Bros., Brooklyn |ers Foundation. 


brewery, died yesterday in St. Vin-| Surviving are four sons, Wil- 
cent’s Hospital after a long illness. ‘liam Jr., a lawyer here; Gerard, 
Born abroad, he was brought to publisher of Scientific American; 
this country as a child and grew Dr. John Piel of San Francisco, 
up in Brooklyn. After graduating and David Piel, a WPIX television 
‘from Columbia College and Co-| producer. 
\lumbia Law School, he was ad- | 
ARTHUR C. PAGE 
Cuicaco, April 8—Arthur C. 
Page, 64, farm program director 
father Michael and his brothers, for WLS and associate editor of 
| Gottfried and Wilhelm. Mr. Piel Prairie Farmer, died April 4 of 
/entered the business in 1908 and cancer. 
succeeded his father as president Born in Independence. Mo., Mr. 


| The family brewing concern was 
founded in 1883 by Mr. Piel’s 


in 1916. He saw the company’s | 


| production rise from 90,000 bar- 


'rels a year to more than 1,200,000 | 


‘last year. In 1951, the company 
| took over John F. Trommer Co. 
| Mr. Piel helped draft the code 


Page attended the University of 
Missouvi and became an assistant 
editor on the Orange Judd Farmer 
after graduation. He joined the 
Prairie Farmer staff in 1927 and 
wrote the publication’s “Dinner- 


"under which the brewing indus- | bell” column for 25 years. WLS’ 
|try operated under the National! “Dinnerbell” show, which has 


“House Beaut 


valuable... MASLAND DURAN sales 


have increased over 1500% since 


iful most 


1947,” 


writes the Sales Manager of 
The Masland Duraleather Company 


THe MAsLanp DURALEATHER Go. 


Mr. Richard a, 
HOUSE BEAUTIFUL 
572 Madison Avenue 
New York, N. Y. 


AMBER ANDO WILLARD STREETS 
PHILADELPHIA 34, Pa. 
February 9, 1953 


Hoefer, Publish 
MAGAZINE ud 


, D 
Read the rest of his letter! The last ear Mr. Hoefer: 
paragraph is of particular interest. po Bs Fen our seventh year as HOUSE BEAUTIFUL 
Needless to sa 
HOUSE BEAUTIFUL hich we ber sate ents nue to include { 


crease 


We kno 
HOUSE 


; to our 
This is Mr. J. A. Shadle, Sales Manager 
of The Masland Duraleather Company, 
Philadelphia, Pa. 


If you want big sales increases, a 


ae 28 advertiser! fe en) 


¢ delivers most sales action per copy 
* sells both sides of the counter 


Supporting 
upholstery, 


At the outset We 
us more in consumer and dealer 


chandising ro 
important roa nee 


dealers thro 
fence that ugh HOUSE BEAUTIFUL, 


of the counter" is mot ficti 


And Mr. Hoeft 
dollars in er...this 


it would pay ofr 


is a 
the sale of Masland DURAN itivsdeae” - | 


felt that HousE ate | 
- 
Ay spent 
er 
ur advertising and _— 
part, is the fact thet re AUT IFUL Plays an 
d over 1500% since 1947, AN sales have in- 


Ww we reach a - 
BEAUTIFUL. we tnce”” 


conscious audience 


We know ve reach fechica-esae 


We know f¢ — 
your theme: "HOUSE BEAUTIFUL celle tek 
on it's fects 
year we 
merchandising our nouss’ : 
dealers. We spent this 
in increased 5 


Y 


Shadle 
les Manager 


House Beautiful 


572 Madison Avenue, New York 22, N. Y. 


| 
| 


organize the New York State tural Assn. and the American Farm 
New York, April 7—William F. Brewers Institute, and subsequent- | Bureau Federation. He served as 
J. Piel, 69, president and board ly helped create the U. S. Brew- an adviser in the development of 


various national farm programs. 


TRUMAN BRIZEE 


Rocuester, N. Y., April 7—Tru- 
man Brizee, 48, sales manager of 
WHAM-TY, died April 1 in Gene- 
see Hospital. 

Mr. Brizee worked for several 
years in the entertainment promo- 
tion field before joining WHAM as 
a salesman in 1937. Six years later 
he became promotion and publici- 
ty director. In 1947 he was named 
sales manager of WHFM, the sta- 
tion’s FM outlet, and in 1949 be- 
came sales manager of WHAM-TV. 


FRED SAXINE 
Cuicaco, April 9—Fred Saxine, 
52, commercial artist, died yester- 
day in Duluth after a heart attack. 
Mr. Saxine, who studied at the 
Art Institute here, was advertising 
manager for Pixley & Ehlers for 


‘more than 22 years. After starting 


his own studio, he devoted much 
of his time to work for Kraft Foods 
Co. through J. Walter Thompson 
Co. 


CALVIN F. ALBEE 


PHILADELPHIA, April 8—Calvin 
F. Albee, 63, former owner of Al- 
bee Advertising Service, died yes- 
terday in Hahnemann Hospital. 


ROBERT R. MYERS 

Des Mornes, April 8—-Robert R. 
Myers, 71, president of Capitol City 
Printing Plate Co., died this week 
of cancer. Mr. Myers started his 
career as an apprentice electro- 
typer in 1899 with the U.S. Gov- 
ernment Printing Office in Wash- 
ington. 


Meldrum Appoints Jordan 


William F. Jordan has joined 
the copy department of Meldrum & 
Fewsmith, Cleveland agency, and 
has been assigned to the Republic 
Steel account. He was formerly 
with Frank M. Wulf Associates, 
Cleveland agency. 


Miss Murphy to Kelso Norman 

Virginia Murphy, formerly staff 
writer and columnist for the Daily 
Journal, Rapid City, S. D., has 
been appointed publicity director 
with Kelso Norman Advertising, 
San Francisco agency, 


out weekly coverage, and 
a comprehensive editorial 
policy beyond the usual 
“how to do it” information. 
AMERICAS 


mene’: Reporter 


286 Congress Street - Boston 10, Mass. ¢ 


Chicago, U11., 69 W. Wash. St. Warren E. Orery 
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Here’s the 1953 picture of consumer buying 
habits in a market of 272,000 households... 


Product usage 

Brand preference ratings 

Preference by types of stores 

Ownership of appliances, cars, homes 

Dealer distribution by brands 

| x Comparisons with past years 

fy | JSI7/sVi This information, all gathered since January 
_ | 1, 1953, again shows the competitive positions 


in scores of product lines and the shifts and 
trends in brand preference. 


Write for a copy and get the close-up details 
on local marketing and buying factors which 
influence your 1953 sales in Milwaukee. 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 


OO PRUVULID  — 


All-purpose shortening, baby foods, bacon, bak- 
ing mixes, baked beans, bread, cold breakfast 
foods, butter, catsup, canned chicken, branded 
Chinese foods, coffee, cookies, cooking or salad 
oil, canned corn, corned beef hash, graham and 
soda crackers, dog food, flour, French dress- 
ing, frozen foods, canned fruit and vegetable 
juices, fruit cocktail, dried fruits, ice cream, 
jams, jellies and preserves, liver sausage, pork 
sausage, canned luncheon meats, macaroni 
products, margarine, milk, peanut butter, 
canned peas, canned pineapple, potato chips, 
rice, salmon, dry soup mixes, tea bags or tea 
balls, tuna fish, wieners. 


Powdered bleach, bleaching fluid, dry or 
flake bluing, laundry starch, scouring cleans- 
ers, soaps and cleaning agents for dishes, 
fine fabrics, hardwood floors, household 
laundry, linoleum or tile floors, painted 
walls and woodwork, rugs and upholstery, 
toilet bowl cleaners, water softeners, floor 
wax. 


Deodorant, facial cream, facial foundation 
make-up, facial tissues, hair tonic or 
dressing, hand cream, hand lotion, head- 
ache remedies, lipstick, mascara, nail 
polish, home permanent waves, safety 
razor blades, shampoo, electric shavers, 
shaving cream, tooth paste and tooth 
powder. 


Cordials, gin, grape brandy, rum, 
scotch, vermouth, whiskey, wine, beer, 
soft drinks. 


Antifreeze, make and mode! car owned, 


Birds, cigarets, cigars, composition of repairing, polish and wax, as line anti- Clock-radios, clothes dryers, cooking ranges, 

families, foundation garments, nylon freeze, gasoline, motor oil, tires. home food freezers, garbage disposers, home 

hosiery, installment buying, pipes and heating, owners and renters of homes, lawn 

pipe tobacco, paper towels, toilet tis- : seed and fertilizer, power lawn mowers, room 

sue, wax paper, vacations, family in- and outside painting, refrigerators, television 

come. sets, washing machines, water heaters, 220 volt 
wiring. 
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Can Business Success 
be built on 


Revlon Products Corporation bets 
bottom dollar on women’s moods. . 


Then 
Approach... 1 1937, 


Revlon entered the department store field. 

B. Altman & Co. was one of the few “‘trial’’ stores. 
Today, every leading store in the country carries the 
dramatic Revlon line. Pictured is the Spring, 1953, 
counter at B. Altman & Co., New York. 


Was e 
Difherent ! Always advertised in high-fashion 


surroundings, Revlon quickly became a symbol of glamour 
and hope to all women. At right, famous Fire-and-Ice girl 
who launched Revion’s Fall 52 campaign. Revlon also makes 
hand lotion, face powder, rouge, all types of make-up and 
face cream. And has recently launched a whole new 
beauty treatment line. 
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@ 
doa... Nail enamel and lipstick coiors, said 
Revlon, could become costume accessories. In 1932, with $300 capital, they 
mixed their first batch of nail enamel. In 1935, they grossed $68,000. 
“Idea men”, left to right, Charles Revson, 
Charles Lachman, Martin and Joseph Revson. 


e 
was Diawatic! Until 1932, nail polish shades were 


few. Today Revlon has 31 shades of nail enamel with matching 
lipsticks, and unerringly hits the right fashion shade seven months 
ahead of the retail season. Revlon not only sells more lipsticks, 
more nail enamel—it is the giant of all cosmetic firms that sell 
through retail outlets. 


... gross leaps from hundreds to millions 


with Journal carrying heavy 
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Nor the Power of the Magazine Women Believe in. I adies “~ JOURNAL 


Whieew Weed try it! Inevitably, when an 


advertiser wants to reach the most women with the most buying 
powcr, he turns to the greatest magazine ever edited for 
women— Ladies’ Home Journal. 

Outstanding amonz all the facts of Journal power and success 
are these two: 


1. Top circulation of any monthly magazine in tlc world 
carrying advertising . . . over 5,600,000 in November, 
December, January, February, March. 

2. Top newsstand sales of any magazine in the world 
carrying advertising. 


schedule of advertising 


The Revson brothers—Charles, Joseph and Martin—and their 
partner, Charles Lachman, staked their shirts on something many 
men would consider an incalculable risk— women’s emotions. 


Yet it paid off. A revolutionary idea—the introduction 

of a wide range of fresh new shades in nail enamel— plus 
determination and back-breaking work, have netted Revlon a 
business which would make the average steel magnate blink. 


Not a small part of the Revlon success can be chalked 
up to consistent, brilliant promotion. 


Since the first big-scale Revlon advertising in 1936, 
magazines have carried the main weight of it. And the Journal 
holds top position on the Revlon list. 


Referring to the promotional strength of the greatest. magazine 
ever edited for women, Mr. Charles Revson, President, says: 
“The Journal gets into a greater spread of homes than any other 
women’s magazine in the world, and gets real response.” 


Never underestimate the power of a woman’s emotions . . . 
nor her reactions to your ideas when you advertise in the magazine 
she so ardently believes in. 


March circulation over 5,000,000 


A Curtis Publication 
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WHY DO SOUTH BEND FAMILIES 
€ SPEND MORE? 


That’s easy! They spend more because they earn more. The 
median family income in South Bend, Indiana’s metropolitan 
area is $4150 (U.S. 1950 Census) — the highest in Indiana! 


No wonder “Test Town’s” total retail sales per family are 


first in the State. One newspaper, the South Bend Tribune, 
saturates this great market. Write for free market data 


book, “Test Town, U.S. A.” 


Rae 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


STORY. BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


KGO.-TV, San Francisco, 


Loses Wright. Appoints 4 

_ Bloyce Wright, program director 
, of KGO-TV, American Broadcast- 
‘ing Co. owned-and-operated sta- 
‘tion in San Francisco, will resign 
. May 1 to become program and 
production manager for WAKR- 
|TV, Akron. 

| KGO-TV has named Wayne An- 
|derson, formerly Salinas manager 
'for KDON, Monterey, and Ted 
|Carlson, previously an account ex- 
/ecutive with KROW, Oakland, as 
‘account executives. Bill Follett 
‘has been named film director of 
the TV station, and Don Blum, 
formerly continuity director at 
KNOW, Austin, Tex., has joined 
the sales promotion department. 


Lee Joins Stockton, West 

Gary Lee, formerly with WKRC 
/and WKRC-TV, Cincinnati, has 
been named manager of TV pro- 
_ductions for Stockton, West, Burk- 
hart, Cincinnati agency. 


Roberts Joins White, Berk 

| Murray Roberts, formerly of 
|WWRL, Woodside, N. Y., has joined 
White, Berk & Barnes, New York, 
|as an account executive. 


Annually are over 
$263,058,000° in the 


Larger Than Philadelphia, Washington, D. C., Houston or Cleveland 


Automotive sales are huge...and growing rapidly. They have climbed 65.1% 
since 1948, which is 31.8% above the national gain during the same period. 


Of the nation’s cities, only New York, Chicago, Detroit and Los Angeles annually 
record higher automotive sales than this unified Great Salt Lake Intermountain 


market. 


Average annual family sales amount to $755 ... 26% above the U. S. average, 
which is $599. In ranking the states according to their average annual 
family automotive purchases, Wyoming heads the list, with Nevada, fourth; 
Idaho, seventh, and Utah, fourteenth... all well ahead of the national average. 


Get your share of this market with the two newspapers that cover it completely 


in one money-saving buy. 


*1951, Sales Management for May 10, 1952 


REPRESENTED NATIONALLY BY: 


MOLONEY, REGAN AND SCHMITT, 
METROPOLITAN SUNDAY NEWSPAPERS 


INC. 


\e DESERET NEWS 
~ Salt Lake Felegram (EVENING) 


Ghe Salt Lake Tribune 264 


(MORNING & SUNDAY) z 


a Pie ie 


Salt 
Lake City 
and retail 
trading 
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Advertising Age, April 13, 1953 


‘Students’ Marketing 
Guide Is Aimed Also 


at Business Men 


New York, April 8—Barnes & 
Noble’s “College Outline Series,” 
which has already gotten a repu- 
tation for saving collegiate hides 
at finals time, seems to be branch- 
ing out. At any rate, its latest 
book, “Marketing: An Introduc- 
tion” ($1.50), goes beyond student 
cramming to help the business 
man “to view the entire marketing 
structure and to reconcile his spe- 
cific operation with the total pic- 
ture.”” Co-authors Albert B. Blan- 
kenship, director of research for 
Young & Rubicam, and Myron S. 
Heidingsfield, head of Temple Uni- 
versity’s marketing department, 
offer the business man here a 
tightly condensed handbook on 
marketing practices and problems, 
with each marketing setup being 
reviewed in terms of definition, 
classification, organization, special 
features, advantages, disadvantages 
and outlook. 

In addition, there are separate 
definitions of terms, marketing 
flow charts, pro-and-con sum- 
maries on controversial legislation 
(such as the fair trade acts) and 
even a final examination. 


MARKETING TEXT ADDS 
CASES TO PRINCIPLES 


New York, April 8—There’s this 
about “Marketing: Test and Cases” 
(McGraw-Hill, $6) which makes 
it different from the standard in- 
troduction to marketing: 

The new 627-page textbook by 
J. Thomas Cannon and Jack A. 
Wichert intersperses with its dis- 
cussion of fundamentals a detailed 
and extensive series of actual mar- 


keting case histories. Thus, the 
'chapter on The Product includes 
'a case on “Seymour Plastics Co.: 
'Sale of a Plastic Shoeshine”; that 
| on Retailers cases “Lincoln Heights 
Village: Development of a Subur- 
ban Shopping Center,” etc. 

The cases are all postwar prob- 
lems, and names of companies are 
not disguised, so the student can 
“follow the problem through.” The 
discursive parts of the book, writ- 
ten in a lively, conversational style, 
also run heavily to cases, examples 
and anecdotes. 


White Joins Dick Laughlin 

John M. White, who has been in 
advertising in Dallas, has joined 
Dick Laughlin & Associates, Hous- 
ton agency. 


Q. E. D. 


(plain geometry) 


PROBLEM: How to find the 
shortest distance to the influential 
| high-school youth market, now 
|| over ten million strong. 


SOLUTION: One good way used 
by national advertisers is to insert 
multi-page, pictorial sections in 
Scholastic Magazines. The color, 
story, action and pictures of these 
|| inserts make them particularly ef- 
fective for conveying a sales or 
institutional message to young 
people. These inserts can be pre- 
pared and produced by our own 
editorial and production staff 
under your supervision. Insertion 
in Scholastic Magazines gives you 
overnight national distribution 
direct to 1,200,000 students and 
teachers. Write for our brochure 
giving details. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 
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magazines in hair 


products advertising! 


PAGES OF HAIR DRESSING & ACCESSORIES ADVERTISING IN 1952 


Modern Screen 75.06 
Life 69.18 
True Story 67.54 
Modern Romances 65.63 


Screen Stories 62.39 
Photoplay 56.47 
Seventeen 55.05 
Motion Picture 54.31 
Today’s Woman 52.06 
True Confessions 47.70 
Ladies’ Home Journal 47.44 


SOURCE: P.1.B. 


For many years, the best-known names in the cosmetics and toiletries field have 
been successfully selling their products to the 3,500,000 young women who read 
Modern Screen...and selling them FIRST! 


These young women (median age 22; 929% under 35) are vitally interested in 
beauty care. Modern Screen’s editorial background, with its many four-color photos 
of perfectly groomed movie stars, is the perfect setting for stimulating this interest. 
And the Modern Screen reader’s family income, which is 61% above national, 
makes her the perfect customer for beauty products...and that means your products! 


vita, OU 


AMERICA’S GREAT S( REEN MAGAZINE 
Dell Publishing Company, Inc. * 261 Fifth Avenue - Ncw York 16, N. Y. 
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32 
Networks Hustling for 


More Stations, 


Particularly Where There’s TV in Sight 


New York, April 8—Radio sta- 
tions with TV properties—or just 
construction permits—are popular 
with the major networks these 
days. 

So are a lot of plain old-fash- 
ioned radio stations, for that mat- 
ter, since the networks are taking 
advantage of almost every oppor- 
tunity to strengthen their affiliate 
structures. 

Many of the radio shifts in re-— 
cent months have been away from | 
AM stations with no TV properties 
to those with an established video 
outlet or the promise of one. In) 
some markets, station affiliations 
have simply switched, with two. 
networks swapping stations. In) 
others, where the networks nave | 
picked up TV outlets, former af-| 
filiates are carrying on as inde-| 
pendents, temporarily at least. 


s When video is not in the picture, | 
the changes in station allegiance | 
have been mainly in the direction 
of stronger, more powerful or 
more aggressive outlets. The de- 
sire to increase the total size of 
the network—even National 
Broadcasting Co. has added a few 
250-watters in recent months— 
also must be considered. 

Since last September, American 
Broadcasting Co. has added 17 sta- 
tions in the U. S. for an aggregate 
lineup of 363. Seven of these are 
new stations; six are former Mu- 
tual Broadcasting System affili- 
ates. The rest of the old stations 
have not previously belonged to 
one of the big four national net- 
works, 

The list of new-to-broadcast- 
ing-and-ABC stations includes: 
WRKD, Rockland, Me.; KJUN, 
Redmond, Ore.; WMAW, Menomi- 
nee, Mich.; WSSC, Sumter, and 
WJAN (now building), Spartan- 
burg, S. C.; WCON, Cornelia, Ga., 
and KLIL, Estherville, Ia. All 
operate on 250 watts or less. 


# Among MBS affiliates switch- 
ing to ABC: KSLO, Opelousas, 
La.; KLPM, Minot, and KGCU, 
Mandan, N. D. MBS and ABC will 
share KLPM and KGCU; WVVW, 
Fairmont, W. Va.; WHKP, Hen- 
dersonville, N. C., and WRNO,. 
Orangeburg, S. C. Also KWFC, 
Hot Springs, Ark., for KTHS, Lit- 
tle Rock, which went to CBS. 
In the last nine months or so, 


| rs Fobuhus Southwest 


The Biggest 30 Buy 
In The Nation** 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


V2 BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


Che Zl Puso Times 


An Independent Newspaper 
Morning and Sunday 


Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘UME LOW RATE 
BUYS BOTH! 


placed WFDF as the ABC station 


American has changeu vue »tation | 
for another in seven leading mar-_ 
kets. Two of these exchanges 
brought stations witn '1'V lcenses 
into the ABC family. Next June) 
KING (50,000 watts), which has_ 
a sister station, KING-TYV, will re- 
place KJR (5,000 watts), as the’ 
network’s Seattle affiliate. KING 
formerly operated as an independ-_| 


‘ent. KJR has not joined another 


network yet. 
WTAC, ex-NBC, wnich nas a 
construction permit for TV, re- 


Mich., in mid-March. | 
WFDF replaced 


in Flint, 
Coincidentally, 


'WTAC as the voice of NBC in 


| pendent. 


‘Flint. Both operate on 1,000 watts/frequency and a TV affiliate),| 


ON Rg I oF ga AP «tiem 
Advertising Age, April 13, 1953 


Columbia also accelerated the 


daytime, with WTAC limited to the ex-American station. As of | 50kw competition several weeks 


500 at night. 


s Another shift of the same na-) 
ture took place in Chattanooga 
April 7, with the ABC station be- 


|coming the NBC station and vice 


versa. WAPO will now be the 
ABC affiliate and WDEF the NBC 


(5,000 watts and a TV station), 
Rock Island, lll., as its outlet for 
the Quad-City area. Coincidental- 
ly, ABC exchanges the latter for 
the former. 


July 1, CBS replaces WQUA (250 ago by signing KTHS, effective 
watts), Moline, Ill., with WHBF 


June 15, as its Little Rock, Ark., 
replacement for KLRA. At that 
time, CBS, which now has 217 AM 
affiliates, claimed that the addi- 
tion of KTHS gave the network 
more 50,000-watt stations—26—in 
the continental U. S. than any- 


affiliate. Both have a maximum |= CBS’ station changes in the last body else. KLRA, 10,000 watts day 
power of 5,000 watts. Also an NBC |six months, though few in num- and 5,000 night, has not re-affili- 
affiliate now is KUGN, superceded ber, have all been strategically ated yet. 


last October as the Eugene, Ore., | 
station of ABC by KASH, an inde- 


impressive. 


The network will augment its, 
‘radio power and pick up another tions, boasts 26 maximum power 


a NBC, with a total of 207 sta- 


Two shift actions have occurred television friend in June when stations, too—but only if two 50,- 


partner. In San Diego, Columbia 
gave up KCBQ 
which immediately joined ABC, 
for KFMB (1,000 watts, lower 


struction permit) replaces WMAS 


Springfield-Holyoke, Mass., area. 
WMaAS is expected to join Mutual. 


recently with CBS Radio as ABC’s WHYN (1,000 watts and a TV con- 000-watt Canadian stations are 
counted. At the other extreme, 
(5,000 watts), (250 watts) as its outlet in the NBC has been adding several low 


wattage stations of the sort this 
network never used to give a 


Always wanting more 


—these millions with BUY on their minds! 


HE 3%-million families who regularly 
read Better Homes & Gardens are the 
wantingest families in America. In fact, they 
read BH&G well aware that every page will 


make them want still more. 


That is the vital difference between the 


readers of BH&G and those of the 


other leading 


man-woman magazines 


—a wanting-to-be-sold attitude that 
all BH&G readers adopt the moment 
they open the magazine! 


How do they get that way? It happens 
that BH&G confines itself entirely to 
practical suggestions on how to make 
daily living more enjoyable. In this 
way, BH&G creates a buying-climate 
that permeates the whole book—and 
adds effectiveness to all the ads. 


What an advantage for any advertiser 


—to present 


his products to this 


vast audience that’s screened for its 
BUY-mindedness! 


Goring 3%4-Million families — 


» — Soreoned for the 
Buy ON THER MINDS! 


] 
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tumble. These are in cities where 
the network has not previously 
had a station. 

Among the recent NBC acquisi- 
tions—all former MBS. stations, 


* WISP, Kinston, N. C., a new 


station, 


placed WELS and WREX as Mu- 
‘tual outlets in those cities. 


many of them 250-watt outlets—| 


are WMNC, Morgantown, N. C.; 
WJBY, Gadsden, WHBB, Selma 


and WAGF, Dothan, Ala., and 


WROD, Daytona Beach. Another 


former Mutual affiliate signed by | 


NBC was KCBD, Lubbock, Tex. “live” network now numbers 562! lineup now are lis: 


This 1,000-watt station has a TV 
construction permit. 


As a replacement station Mutual | 


picked up KSEL, another 1,000- ber are WJMB, Brookhaven, and s Meanwhile, the 
watter, which used to be an affili-| 


ate of the now defunct Liberty 
Broadcasting System. Mutual’s| 
new Gadsden affiliate is WGWD, | 
and WNBD is now the network’s| 
voice in Daytona Beach. 


8 In the last nine months MBS. 
, has added 22 stations—five of 
them take the place of others) 


dropping out—and deleted 20 from 
its lineup. The world’s largest 


| members. 
Other new call letters placed on 
the Mutual list since last Septem- 


WAZF, Yazoo City, Miss.; KALG, 
|Alamagordo, N. M.; WLEA, Horn- | 
ell, N. Y.; WATG, Ashland, O.; 


'WINA, Charlottesville, Va.; WJCM, | 


Sebring, Fla.; 
| Ala.; “9 


WWWB, Jasper, 
WTYS, Marianna, Fla.; 


and WDSM, Duluth-Su-| 
/perior (dual with ABC), have re-_ 


KIND, Independence. Kan.; KSYN, 


Snyder, and KR N, Ballinger, 
Tex.; KCLS, Flags':ff, Ariz., and 
WHIR, Danville, Ky.; WJAN, 


Spartanburg, and 
wood, S. C. These 
most part have not 


WGSW, Green- 
tations for the 
een previously 


affiliated with a  osjor network; 
they range from 25° to 1,000 watts. 
Approximately lf of the 20) 


stations erased from the Mutual 
d by ABC or 
have not an- 


ork affiliation. 


| NBC. The others 
| | nounced a new net, 


‘ation’s largest. 
network—Keyston. Broadcasting 
System—is getting closer and clos- 
er to the 700 affili:tes mark. 
Here’s a list of !9 stations that 
bring Keystone’s trinscription sta- 
tion membership to 643; KRCH, 


Hot Springs, Ark.; KVLC, Little 
Rock; KIBS, Bishop, Cal.; WCBC, 
Anderson, Ind.; KSOK, Arkansas 


City, Kan.; WPTX, Lexington Park, | 
Mass.; 


Md.; WVOM, Brookline, 
WMUS, Muskegon, Mich.; WMPA, 
Aberdeen, Miss.; WDOB, Canton, 
Miss.; WCLD, Cleveland, Miss.; 
WOHP, Bellefontaine, O.; WLEU, 
Erie, Pa.; 
WAEW, Crossville, Tenn.; KVSP, 
Lubbock, Tex.; KGNB, New 
Braunfels, Tex.; WIKE, Newport, | 


/Vt., and WRIS, Roanoke, Va. 


| American Thread Boosts Shaw 


American Thread Co., New 
York, has promoted Edwin B. 
Shaw Sr., general manager of its 
New England division, to general 
manager of the company’s nine 
units. He will maintain his offices 
‘in Willimantic, Conn. 
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BH BUVo.oeicat BRIEFS 


e Newsstand sales—BH&G is the only one among 
the 10 major circulation magazines to hit its peak 


newsstand sale during 1952. 


e Advertising—More dollars of advertising, more lines 
of advertising, and more pages of advertising were 
placed in BH&G in 1952 than in any other major 


monthly magazine. 


e U.S. circulation—BH&G leads the 10 major circu- 
lation magazines in the per cent of total circulation 


within the United States. 


- 


land Gast 


MEREDITH anaes 1 COMPANY, 


Des Moines, lowa 


WBCU, Union, S. C.;) 


‘Canada Overseas 
Review’ Is Planned 
By Thomson Dailies 


Toronto, April 8—Thomson 
|Dailies plans to bring out a 12- 
‘page weekly called Canada Over- 
seas Review, which will be aimed 
at an estimated 70,000 Canadians 
living in the United Kingdom. The 
first issue is scheduled for early 
| May. 

The Review will carry a sum- 
mary of Canadian press reports for 
the week, news pictures, and edi- 
torial features that appear in vari- 
ous Canadian newspapers. The pa- 
|per’s contents will be cabled to 
London, where the Review will 
be published every Saturday. 

Sinclair McCabe, general man- 
ager of Thomson Dailies, expects 
the new weekly to start with a 
circulation of about 20,000. The 
52-time rate for a page of 1,428 
lines will cost $356. Per copy price 
in England will be sixpence, or 
25 shillings annually. 


Schirmer Named Senior V. P. 
for Campbell-Ewald Co. 


E. A. Schirmer, for 24 years 
with Crowell-Collier Publishing 
Co., New York, has been appointed 
a senior v.p. 
with Campbell- 
Ewald Co., De- 
troit agency, ef- 
fective April 15. 
| Mr. Schirmer 
began with Crow- 
ell-Collier in San 
Francisco and 
was moved to De- 
troit in 1935 
where he headed 
the office there. 
Three years ago 
he went to New 
York as executive v.p. for the pub- 
lisher. While in Detroit, Mr. Shir- 
mer was active in civie affairs, 
leading the 1946 Red Cross cam- 
paign and the Fifth War Bond 
Drive there. 


E. A. Schirmer 


Allen Boosts Rug Cushions 


Allen Industries Inc., Detroit, 
will use large color ads in Good 
Housekeeping and Ladies’ Home 
Journal and a four-color page in 
Life to open spring promotion for 
its Rubber-Loc and Rubber-Top 
rug cushions. The ads will be 
timed to coincide with the Cushion 
Fashion Bazaar, nationwide pro- 
motion scheduled for April 13-20. 
Allen also will use trade publica- 
tions, direct mail and point of sale 
displays. Simons-Michelson Co., 
Detroit, is the agency. 


‘ ELECTRIC’S 


‘ consistent ads 
‘ in The Beacon 
t Journol are 
. reaching ... 
: | 


a 


5% 


OF THE HOMES 


a 
‘ There’s no other 
. medium or combi- 


‘ 
4 
| @ 
| @ 
ry 


nation of media 
that offers so 
much for 

so little. 


Chum 
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The Southern Assn. of Science| Thomas W. Laughlin, a copy- | ship in the market. 
and Industry, 5009 Peachtree Rd., ‘writer for Continental Casualty 
Atlanta, has compiled its second Co., Chicago, has joined Precb-| 


Southern Directory Is Out | Laughlin Joins Proebsting K tion based on present set owner- 
aye-Halbert 


used to determine a sales quota 


rectory.” The directory lists over |as an account executive. 


12,500 southern manufacturers em- then reviewed with distributors 


Pee we ew ane Andover Advertising Bows 0 okay. Mr. Altshuler reports there 
Robert Franz, formerly with Bu-| t Pl ‘ : 9 é b 
Galliano to Kaiser Graphic chen Co., Chicago, has opened his | on uo a an has been surprisingly little differ- 


ence of opinion between the home | 


vertising artist, has joined Kaiser |Co., at 185 N. Wabash Ave., Chi-| CULver City, Cau., April 9—joffice and distributors and | 
Graphic Arts, Oakland, Cal. cago. _Gearing of production to sales and| branches. By keeping the quotas 


\ Over 16 000 


Jack Galliano, San Francisco ad- | own agency, Andover Advertising | 


‘fact to branches and distributors, | find they want to raise them,” he 


has contributed substantially to a/| says. 
/400% sales increase for Kaye-Hal- 
bert Corp., television set manufac- | ® The advertising budget, based 
turer, over the past two years. on 5% of sales, is set for each area 

The coordination of production | after the quota has been deter- 
and sales is established on a quar- | mined. If sales records show sets 
terly basis. The marketing depart- | moving faster than estimated in 
ment, headed by Ed Altshuler, di- the quota, the advertising budget 
rector, prepares studies to indicate is increased accordingly. The budg- 
anticipated volume of business in| et can also be adjusted downward, 
each Kaye-Halbert market. These if sales are not up to quota. Kaye- 
studies cover such things as the Halbert puts most of its ad budget 


y ‘American Motel MAGAZINE company’s portion of the individ- into newspapers and headlight bus 


; ; ual market, the position of compe- | cards. 
5 S. WABASH AVE., CHICAGO 3, ILL. | tition, and potential set absorp- The greatest benefit from the 


Paid subs; 


ook 


the largest issue of 
COMMERCIAL CAR JOURNAL 


ever published-—since 1911 
The Fleet Operators 


Reference Annual 


304.7 pages of advertising 


Published in April, the Fleet Operators’ Reference Annual issue carries the 
largest number of advertising pages ever placed in COMMERCIAL CAR 
JOURNAL during its 42 years of continuous service to the industry. 


In this record issue 340 manufacturers placed 304.7 pages of advertising. 
Its publishers wish to thank these advertisers for their recognition of the 
growing importance and high position COMMERCIAL CAR JOURNAL 


maintains as the leading advertising medium in its field. 


Over 140 pages of editorial reference 
data and features 


The April issue also tops all other issues in number of editorial pages— 
over 100 fact-packed pages containing specifications, statistics, charts 
and an abundance of other useful data so vital to efficient truck and bus 
fleet operation. And—in addition are numerous editorial departments 
and special articles of primary interest to its 35,000 readers who refer 
to the April issue as their "reference handbook." 


A dynamic “readers” issue 
For its readers, the April issue of COMMERCIAL CAR JOURNAL pro- 


vides more valuable information and data than ever before, keeping 
pace with the rapidly growing fleet market. Truck and bus fleet mainte- 
nance and operating executives keep it for year-long reference. 


For advertisers, it is the most effective and economical medium for selling 
the multi-billion dollar fleet maintenance market. 


COMMERCIAL CAR JOURNAL 


Chestnut & 56th Sts. ® Philadelphia 39, Penna. 
A CHILTON Publication 


When completed, the studies are. 
annual “Southern Industrial Di- sting, Taylor Inc., Chicago agency, Success Based for each market. These quotas are | 


and branch managers, for their. 


‘advertising, and playing up the) “honest” and realistic, “we often) 


en wn a 
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| quarterly quotas and flexibility of 
‘the sales and advertising program 
derives from the fact that distrib- 
_utors or dealers are not overloaded. 
The evils of transhipping from one 
distributing area to another, be- 
cause a dealer has been stuck with 
too big an inventory, the dumping 
of merchandise, ridiculous pricing 
and other bad practices often pre- 
vailing in the industry, are thus 
‘eliminated, Mr. Altshuler asserts. 
Overloading of dealers resulting 
from unrealistic quotas of manu- 
facturers has broken too many 
dealers or caused many to give up 
potentially profitable distributor- 
ships because they were losing 
money. 

Kaye-Halbert works on the ba- 
sis of weekly shipments tied to 
weekly sales reports made by 
branches and distributors. When 
these reports reveal certain models 
not moving, production is changed 
to those models which are selling. 


| @ The whole program is based on 
the ability of the factory to get 
‘models off the line within two 
_weeks of the time a change is de- 
cided upon. This is made possible 
by limiting cabinet dimensions to 
three basic specifications. The 
same chassis is used for all models 
except the company’s new 27” set. 
With the same basic chassis com- 
ing off the line for all sets, changes 
need only be made in the color, 
finish, etc., to reflect any varia- 
tion of demand from the original 
estimate. Obviously such flexibil- 
| ity in production requires close co- 
ordination. This is achieved be- 
tween Harry Kaye, president, who 
| Supervises sales activities and co- 
‘ordinates them with the produc- 
| tion, and Dave Kaye, v.p. in charge 
'of production, who translates sales 
demands into the raw materials re- 

| quired for their production. 

Aside from keeping dealers sol- 
/vent, this coordinated production- 
'marketing program has other ad- 
| vantages. Operating with a mini- 
mum capital investment in an in- 
_dustry where heavy financing is 
|}usually required, the company 
turns its capital approximately ev- 
|ery 45 days. 


s During the past three years, 
| Kaye-Halbert has advanced in Los 
| Angeles—its biggest market—from 
| 16th place in 1950 to 6th place in 
| 1952 in brand position in homes. 
| Anticipated sales for 1953 are 
|25% greater than in 1952. Accord- 
\ing to Dave Kaye, “although part 
of this will be the result of new 
'television markets opening in the 

11 western states, a good deal of 

our success must be attributed to 
‘our policy of gearing production 
| to sales. 

“We feel that this program will 
| become increasingly important as 
| the television market grows more 
competitive and manufacturers 
must be more aware of consumer 
| tastes.” 


Headley-Reed Names Two 


Alan Hartman, formerly with 
|United Television Programs, and 
‘Bill Rich, previously with WPIX, 
|New York, have joined Headley- 
/Reed TV, New York station repre- 
‘sentative, as account executives. 
‘The radio branch of the company 
has added two stations—WORL, 
Boston, and WHAN, Charleston, 
S.C. 


Alemite Issues Ball Lore 


The Alemite division of Stewart- 
Warner Corp., Chicago, has issued 
a 24-page booklet, “Alemite Base- 
ball News, 1953,”’ containing base- 
ball schedules and lore, as a give- 
/away item in its promotion for car 
and service dealers participating in 
ithe annual Alemite spring “change- 
over for summer driving” cam- 


‘paign. 


‘Display Was Einson’‘s 


Einson-Freeman Co., Long Island 
City, N. Y., made the Duo-Scene 
flasher display for Old Hickory 
Distilling Co., pictured in AA last 
week. Another lithographer was 
credited erroneously. 
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interest 


1S 
HNTHUSIASM! 


Yhe 
AMERICANWEEKLY 
creates HNTHUS [ASM . 


Other magazines may get you to first base 
when you're playing for sales, but it tikes The American Weekly 
to drive you home with winning runs! 


* Enthusiasm is interest raised to a buying pitch! 
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‘Omaha World-Herald’ Boosts 
0 Lindsey to National Ad Head 

The Omaha World-Herald has_ 

promoted David A. Lindsey to na- 

tional advertising manager. He) 

; succeeds Lyle A. | 

Li NAG . ' Johnson, who has | 

- been advanced to- 

| assistant business | 

INCREASE | — 

Before joining 

the hag y oe 

: -~ ald, Mr. Lindsey | 

of The Elks Magazine emg) Oe vars | 

° | iw ag national | 

ager for the Post- 

in 1952 over 1951 a albecygy be 

ton, Wis. He re- 

+ David A. Lindsey ceived his train- 

GREATER pees 

1S ern University and holds ~~ M.A. 

in newspaper advertising and man- 
than any of the 11 other “agement. 

Badger Joins FC&B, Canada 

LEAD i eS] G John Badger, formerly assistant 

manager of the public relations de- 

partment of the Bank of Montreal, 

M O NTH LY has joined the Montreal office of 

|Foote, Cone & Belding. Mr. Badger 

Mi A CG f ZI N ES will supervise the agency’s public 

- 

in the fraternal, outdoor and 

general groups - 


relations and merchandising for 
| Canadian accounts. 


| 
Woodward Heads Agency 


| William von Zehle & Co., New 
York and Concord, N.H.,_ has 
\ ‘elected Van Lear Woodward Jr. 
\ ; } | president to succeed William von 
y is y |Zehle, who has become chairman 
of the board. Mr. Woodward for- 
i'merly was with Campbell-Ewald 
|Co. 


\ Chicago Sets ‘Selling Week’ 


| At the seventh annual Salute to 
| Selling Week in Chicago, sponsored 
by the Sales Executives Club of 
Chicago, April 19-25, James J. 
Nance, president of Packard Motor 
Car Co., will receive the Salesman 
|of the Year award. 


MAGAZINE ] 


New York @ Chicago ¢ Detroit ¢ Los Angeles 


KWKH gives you 197% More 


Listeners than Station “B’— 


for only 60% More Money! 


KWEH is far and away your best radio buy in the 
really important Arkansas-Louisiana-Texas area. 


KWKH delivers 197% more Average Daily Listeners 
than the next most economical buy in Shreveport — 


yet costs only 60% more money! 


These audience figures are from the new Standard 
Station Audience Report — the more conservative of 
the two recent audience surveys made in this area. 


If you’d like to know ALL about KWKH’s superi- 
ority in Arkansas-Louisiana-Texas, ask your Branham 


man, or write us direct. 


50,000 Watts - CBS 


KW KH 


A Shreveport Times Station 


SHREVEPORT LOUISIANA 


KWKH “BSB” KWKkH “Bs” 
TOTAL LISTENERS The Branham Company, Representatives 
LISTENERS PER DOLLAR Henry Clay, General Manager 


a 
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Getting Personal 


Jolin Fuller, sales promotion manager of NBC, wrote the book 
for “The Pink Elephant,” stage show starring Steve Allen which 
opened in New Haven March 26... 

S. O. “Shap” Shapiro, Cowles Publications v.p., is chairman of 
the publishing industry’s drive for the 1953 Joint Defense Appeal 
campaign. He was chairman last year and is also active as associate 
chairman in the over-all New York campaign... 

Robert L. Moore Jr., director of public relations for the Sheraton 
Corp. of America, has a new daughter, Margo Joan. . .Eleanor Baker, 
market research account supervisor at Ted Bates & Co., is in the 
midst of a month’s vacation-study tour through Yugoslavia... 

Resistol Hats president Harry Rolnick will soon bury his own 
time capsule in Garland, Tex., containing every male hat style in 
the U.S. for the past 50 years. The capsule is not to be opened until 
2353... 


HOBBY WINNER—Winning entry in the amateur painting division of the first annual 
hobby show held by Henri, Hurst & McDonald, Chicago, is this painting by Jim 
Sherburne, copywriter at the agency. Viewing the winner, here, are W. D. McDonald, 
board chairman; W. B. Henri, president; and judges Herb Bielefeld, Bielefeld Stu- 
dios; Steve Heiser, Steven Heiser Studio; and Fred Steffen, Jack Kapes Studio. 


Two New York advertising families were joined recently when 
Helen C. Eichhorn of L. W. Frohlich & Co. married Warren L. Van- 
deveer, ad manager of Craft Horizons. Helen’s father is v.p. of Grant 
& Wadsworth and Warren’s dad is with Fairchild Publications. . . 

Ted Fine, boss at Lord Advertising, New York, won plaudits from 
Walter Winchell (New York Mirror, March 24) for his expenditure 
of time, talent, and money on the Madison Square Garden extrava- 
ganza (Salute to the Bravest & Finest) to help widows and orphans 
of New York firemen and policemen... 

Arthur C. Kaufmann, executive head of Gimbel Brothers of Phila- 
delphia, is the Philadelphia chairman of the United Negro College 
Fund campaign. ..James F. Smith, head of the James F. Smith Ad- 
vertising Agency, West Hartford, Conn., is extra busy these days, 
teaching a class in advertising and sales promotion in Hillyer Col- 
lege, Hartford... 


wOAR AM 22 
HOF 


ot. dan Se. 


CONTRIBUTION—Louvis E. Martin (right), president of the National Newspaper Pub- 

lishers Assn. and editor of the New York Age-Defender, presents a check for the 

correspondents fund of the Overseas Press Club to Madeline D. Ross, executive chair- 

man of the memorial building project campaign in New York. The gift was made 

on behalf of Negro newspapers in memory of Albert Hilton, editor of the Norfolk 

Journal & Guide, who was killed in Korea. At left, here, is Thomas W. Young, pub- 
lisher of the Norfolk paper. 


Something new in cookbooks has just been published by Crown 
Publishers. It’s called “The 20 Minute Cookbook,” and looks like a 
boon to the working crowd. Its author, Michael Reise, copy chief at 
Herschel Z. Deutsch & Co., New York, offers 500 recipes for dishes 
that can be put together in 20 minutes or less, from start to serving. . . 

Phil Buckheit, publisher of the Herald and Journal, Spartanburg, 
S.C., has been elected president of the local Chamber of Commerce 
...Nominations for overseers of Harvard College include several 
well known advertising names. Among them, Roy E. Larsen, presi- 
dent of Time Inc., and Neil McElroy, president of Procter & Gam- 
ble... 

Lloyd S. Howard, president of LSH Associates, New York, was 
once head lifeguard at Unity House, Pocono mountain resort of the 
International Ladies Garment Workers Union. His agency now han- 
dles promotion and advertising for Unity House. That’s getting in 
the swim early to learn the client’s business... 

Maurie Webster, director of operations for KNX and the Columbia 
Pacific Radio Network, has been named a member of the executive 
committee of the Los Angeles Beautiful Committee... 
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When the world was clamoring for Lindy’s story 
back in 1927, only fragments of it came out. The 
25-year-old hero lacked the time and perspective 
to tell it. After fourteen years of writing he has 
finished it. It is the full story of his exploit, and it 
starts in this week’s Saturday Evening Post. 


Great advantage for advertisers 


Fascinating reading isn’t confined to the Post’s 
editorial pages. Millions find the ads equally ab- 
sorbing. Surveys show that readers pay the most 
attention to advertising in the Post—a great ad- 
vantage for advertisers. No wonder they put more 
advertisements in the Post, year in year out. 


**33 Hours to Paris” is, first of all, an adventure 
story. It is also eloquent, moving writing. Ben 
Hibbs, Editor of the Post, hails it as ‘“The literary 
event of 1953.”’ The Book-of-the-Month Club has 
already selected it. America’s most-sought-after 
writing appears first in the Post, year after year. 
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Whict. product will they choose? 
This seal (left) carries a lot of 
weigh here. At the crucial mo- 
ment, it reminds custom: rs that this is a product 
they have seen in The Siturday Evening Post— 
one they can buy with complete confidence. 


When an important person has an important story 
to tell, he almost invariably picks the Post. And 
that’s the place America would expect to find it. 
Eight Presidents of the United States are among 
the hundreds and hundreds of world-famous figures 
who have chosen to speak from its pages. 


The Saturday Evening 


post 


‘the heart of America 


Surveys among readers of leading weekly maga- 
zines show that: ® Readers spend more time with 
the Post—and return to it more often. » Readers 
believe that the Post is more reliable. » Readers 
pay more attention to advertising in the Post and 
have more confidence in Post-advertised products, 
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ClassMagazine — 
for Negro Market 
Bows in Chicago 


| 

Cuicaco, April 7—Bronze Ego, a. 
“class” slick magazine aimed at the | 
Negro market, hit the newsstands 
here March 25 with an initial run 
of 15,000 copies. It was promptly 
sold out. | 
A bi-monthly at present, the) 
magazine concentrates on local 
news and features local Negro so- | 
ciety and social life. The publisher | 
plans to make it a monthly this! 
fall and introduce editions with lo- 
cally edited society sections in) 
Baltimore, Detroit, Los Angeles, | 
New York and Pittsburgh. A south- | 
ern edition is also being planned. | 


® Accerding to its editor, Joseph | 
F. Albright, Bronze Ego is “the | 
only publication in the field mak- | 
ing any appeal to the upper third 
of the Negro market.” 

Advertising rates for the three- 
column magazine are based on $175 
for a page, one time. The next is- 
sue will have a run of about 25,000 
copies, Mr. Albright says. 

Ego is published by Bronze Ego 
Publishers, 6409 S. Woodlawn Ave., 
Chicago. 


JACKIE ROBINSON WILL 
EDIT ‘OUR SPORTS’ 

New York, April 7—Our Sports, 
new monthly for Negro sports fans, | 
will bow April 21 with a guaran-| 
teed circulation of 225,000 and b&w | 
base rate of $450 a page. Jackie | 
Robinson, Brooklyn Dodgers sec- | 
ond baseman, will be editor. | 

| 


The publisher is Arnold Abram- | 
son, president of Universal Pub- 
lishing Co., 211 E. 37th St., which | 
publishes Handyman and how-to- | 
do-it publications on needle and 
knitting work. The advertising 
manager is Mark Rielly. 


National Airlines Boosts Trips 

National Airlines, Miami, has 
launched its annual piggy-bank 
vacation promotion with 1,000-line | 
ads in New York, Philadelphia and | 
Washington dailies. Seven-day va- | 
cations begin at $107. Ads will run 
through July, although the number 
of newspapers probably will be 
cut. Grant Advertising, New York, 
is the agency. 


Stanway Motors to Meltzer 
Stanway Motors, San Francisco, 
has appointed Richard N. Meltzer 


Advertising, San Francisco, to. 


handle its advertising. 


Oi ae 


Premium Promotions. Special- 
ists in Premium Coupons. 


res Booth No. 62 at the 
beet 1 Meer Buyers’ Expo- Te 
sition, Conr Hikon 


Chicago, April 20-23 


567 ELECTRIC STREET, SCRANTON 9, PA 


Bigelow Boosts Carlier 


| KR. Richard Carlier has been) 
named director of advertising and 


sales promotion of Bigelow-San- 
ford Carpet Co., New York, to suc- 
ceed the late Bruce K. MacLaury. 


|Mr. Carlier joined Bigelow as ad- | 
| vertising manager in 1949. 


Kepes Joins Klores & Carter 


Theodore Kepes, formerly pro- 
duction man with the New York 
office of Al Paul Lefton Co., has 


| joined Klores & Carter, New York, 
as head of traffic and production. manager. 


Busby to WPFA-TV, Pensacola | Shelstad Assists S.M. 


F. E. Busby, formerly general | 
manager of WKRG, Mobile, has named assistant to the sales man- 
become associated with WPFA-/| ager of Spray-O-Bond Co., Mil- 
TV, a new Pensacola, Fla., televi- | waukee. His primary duties will 
sion outlet scheduled to begin op- | be coordination of sales and ad- 
| vertising. The company specializes 
|in waterproofing and maintenance 


Richard J. Shelstad has been) 


erations soon. 


| Bisker Joins General Cable 


William B. Bisker, 
sales promotion manager for Lever | 
Bros. Co., New York, has joined | 


Radio Group Welcomes TV 


The Washington State Assn. of sociate editor of Living for Young 
General Cable Corp., New York, | Broadcasters has revised its regu-| Homemakers, has joined the copy 
as advertising and sales promotion lations to permit television sta- 
|tions to join. 


Advertising Age, April 13, 1953 


Allied Fur Campaigns 

Allied Fur Industries of Califor- 
nia, Los Angeles, will start a spring 
promotion in Utah, Washington, 
Louisiana, Mississippi and Ohio, 
using newspapers and radio. Shep- 
ard Sheridan, Beverly Hills, is the 
agency. 


Miss Anthony to Horton-Noyes 
Adele Anthony, formerly an as- 


staff of Horton-Noyes Co., Provi- 


| dence. 


0 


How Long Must a Salesman 


\ 
1 
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McDonald Joins Father 


Morton McDonald, formerly in 
the advertising department of Cal- 
ifornia Spray-Chemical Corp., 
Richmond, Cal., has joined his 
father, Roy, in the San Francisco 
office of McDonald-Thompson, 
publishers’ representative. 


Mooney Rejoins Paris & Peart 


Harold L. Mooney, formerly 
with F. W. Dodge Corp., New 
York, has rejoined Paris & Peart, 
New York agency, as director of 
media and research. 


Wolfe Joins Lawrence Fertig 


Robert E. Wolfe, previously an 
account executive in the New York 
office of Foote, Cone & Belding, has 
joined Lawrence Fertig & Co., New 
York, in an executive capacity. 


Colberson to Langendort 


Stanley Colberson, formerly ad-_ 


vertising and sales promotion man- 


ager of the California Wine Assn., 


San Francisco, has been named 
advertising manager of Langen- 
dorf United Bakeries, San Fran- 
cisco. 


Hutchings to Maclecan-Hunter 


Stanley L. Hutchi.cs. formerly 
‘advertising manager °>f Canadian 
'Gypsum Co. and For’ Motor Co. of 
| Canada, has joined \\’ :clean-Hunt- 
er Publishing Co., Yoronto, as as- 
isistant advertisin; manager of 
|Maclean’s Magazine. 
| 


‘Globe & Mail’ Hiies Campbell 


Robert W. Camp ?cll, for eight 
years with the adve ‘ising depart- 
ment of the Torontc “lobe & Mail, 
has been promotec ‘o retail ad- 
_vertising manager. 


Philadelphia Utility 
| Repeats Successful 
Gas Range Drive 


} 


PHILADELPHIA, April 7—Philadel- 


phia Gas Works will repeat the) 


single-point ignition system cam- 
paign that proved so successful 


last year in selling leading gas. 


ranges. 
During a three-month campaign 
in 1952, a total of 2,695 ‘“‘Match- 


Cit to Hatch an Order 7 


It’s been established that 38% of a salesman’s time is spent 
in travelling to see prospects and waiting for interviews, 
12 for reports and office work . .. and only 50% in actual 
selling. Also important is the fact that today the average 


industrial sales call costs $16.31! 


Compare this figure with the 1!4¢ that it costs to con- 
tact a reader of business publications. In other words, you 
can present your sales message to over a thousand known 
and unknown prospects at once for less than the cost of 


one sales call. 


Of course, Business Publication Advertising will not re- 
place the salesman. It is not intended to! It is a tool which 
gives greater productivity to the salesman’s efforts... just 
like the high speed machine steps up the productivity of 
the skilled workman in the plant. That’s why we call such 
advertising “Mechanized Selling.’’ When it is functioning 
consistently on the preliminary steps—i.e., making con- 
tacts, arousing interest, creating a preference for your 
product or service, your salesman can concentrate more of 
his extremely valuable time and his specialized talents on 


the important job of getting the order. 


Ask your McGraw-Hill man for a copy of our 20-page 
booklet, ““Orders and How They Grow.”’ It gives the sales- 
man a realistic appreciation of how business publication 
advertising helps him use his time more productively. 
You’ll want to read it, too. 


remy \ 


V4 FOR BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


HEADQUARTERS FOR 


INFORMATION 


ORDERS 


TO ADVERTISING.... 


ACTUAL SALES 
TRACEABLE DIRECTLY 
TO ADVERTISING.... 


MECHANIZED SELLING 
HELPS YOUR SALESMAN 
GET THE ORDER! 


A tool manufacturer ran a ¥4-page 
ad once a month for a year in a 
leading electrical publication. 


COST OF SPACE...... 


DIRECTLY TRACEABLE 


A return of $5.54 in sales for every 
dollar invested in advertising. 


An instrument manufacturer 
advertised a $28.50 unit with frac- 


tional pages in an electrical mag- 
azine. 
COST OF SPACE......... $683.33 


less” ranges were delivered, of 
which 777, or 28%, were utility 
‘sales. The others were sold by 
'dealers. The Matchless range sales 
represented over 30% of the total 
retail sales of gas ranges in the 
‘Philadelphia area during the cam- 
paign period. These ranges retailed 
for $225 and up and were compara- 
|tively higher priced. 

The six range manufacturers 
| participating in the campaign are 
)\Caloric Stove Co., Magic Chef, 
|/Maytag Co., Roper Corp., Tappan 
|Gas Range and Universal Co. 

A recent survey made by the gas 
company indicated that 50% of 
regional housewives were familiar 
with the “Matchless” symbol as 
representing a superior type of gas 
range. 


@ Again this year the “Match- 
less” identifying theme will be 
used in all advertising, supple- 
mented by “Super-Automatic,” 
“Matchless in Performance—in 
/Operation—in Value,” etc. 

| Manufacturers of these ranges 
will participate with the Phila- 
|delphia Gas Works in this area 
and will use nearly 70,000 lines of 
|daily newspaper advertising and 
‘more than 20,000 lines in weekly 
|/newspapers. Television also will 
'be used widely this year to promote 
|sales and to support more than 
'500 dealers selling ranges made by 
‘the participating manufacturers. 
| John Falkner Arndt & Co. is 
‘the agency. 


| Mary Saladucha Boosted to 
'Kaylon Inc. Ad Director 


Mary Saladucha has been pro- 
moted to adver- 
tising director of 
Kaylon Inc., New 
York manufac- 
turer of Tommies 
pajamas and lei- 
sure wear. 
Previously art 
director, Miss 
Saladucha _ will 
continue to su- 
pervise the art 
department in 
addition to her 
new duties. For- 
| merly she was associated with 
(Crofton Advertising Co. New 
hee: 
Griffith Heads Weather-Seal 
Joseph A. Griffith, who joined 
the company as ad manager 11 
| years ago, has been elected presi- 
| dent of Weather-Seal Inc., Barber- 
|ton, O., maker of house windows. 
He succeeds Harold A. Etling, 
| founder of the company, who be- 
'comes board chairman. 


| 
| 
| 
| 
| 


| Mary Saladucha 


e, ‘8 


STUDEBAKER’S 
CONSISTENT 


OF THE HOMES 


There’s no other 
medium or com- 
bination of me- 
dia that offers so 
much for so little. 


Chun 


BEACON JOURNAL 
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tell by reading Packard copy these 
next few months. 
Ernest W. WHITNEY, 
‘Bruce B. Brewer & Co., Kan- 


Stands By Watkins on 
Copywriting ‘Religion’ 

To the Editor: I should like to 
disagree with Jordan Phee of “ 
Donahue & Coe, who disagrees. one ee 
with Julian Watkins of Maxon on) 4 ” 
this matter of “getting religion” | Entertainment Based on 
about the product you are selling. Wrong Value, Reader Says 

I will agree with Mr. Phee that To the Editor: I refer to your 
the trained reflexes of any profes- | March 23 issue, Page 98, “A Tip. 
sional copy man should enable for ‘Omnibus.’ ” 
him to turn in a creditable job for In the article you say that since 
a product he doesn’t believe in. “Omnibus” has nothing but Alistair 
But how much better he might Cooke to look forward to, and 
write if he were genuinely enthusi- looking forward to seeing the same 
astic about that product! | persons or acts is a fundamental of | 

i submit that most of the ads TV entertainment, it could hardly | 
you will see in Mr. Watkins’ book, be counted upon to build a large’ 
“The 100 Greatest Advertise- and continuing audience. Basically | 
ments,” were written by men who. this may be true. But it is also a 
believed, really and truly, in the fact that after seeing the same 
products they were selling. thing for about four or five weeks, 

I have no idea whether the car let alone 13, audiences become) 
Mr. Watkins drives is a Packard bored with the continuous repeti-| 
or not. But I expect to be able to tion. They do tune in to be enter- 


to look forward to something that! 
‘has a little imagination behind it 
jrather than the “run-of-the-mill” | 
TV show that can be seen any time | 
‘one wishes to switch on his set. 

It’s too bad that the entertain-| 
ment of today is based on its value | 
‘to the commercial advertiser rath-| 
er than on the level the artists base | 


‘their work. Should a performer | 


DERUS ASSOCIATES 
The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office r elt Pe A di 
ry to attract a “sufficient audi-| 
420 i. GEINGAN ence” or a discriminating one? 
CHICAGO 11 I decry the level our culture has | 


reached when it has at its finger-| © 
tips an instrument that could be) 
used to further the more bmnpertant | 


Phone SUperior 7-4360 


| 
| 
| 


**You wouldn't like Essex County, 
N. J. [ hear their $1,945,346,000 
buying income ranks 10th in the 
country, but it ain’t hay.” 


Nore News 


Daily ‘ance Sundon 


NEWARK NEW JERSEY 


Represented nationally by O'Mara & Ormsbee, Inc. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


tained. But it is also entertaining) - 


as well, 
| grader Ann Loeb. 


‘date of issue, April 4, 
\subscriber’s letter is dated Sept. 
(15, 1953—36 years later! 


parts of the culture of the modern | 


man, and just declines to the de-| 


gree of pleasing the comic book 


audience because there are more of | 


them. 
B. GLASER, 
Brooklyn, N. Y. 
8 e 
The Kids am In 


To the Editor: Is the $15,000-a- 
year copywriter doomed? Is he to 
join the dinosaurs and Democrats? 
Is his place to be taken by the 
grade-school child, who will work 
|for lollipops, if not peanuts? 

When Kellogg first used copy 
| prepared by kids, we were amused. 
Novel and interesting, but a pass- 
ing fancy. Now comes Bell Tele- 
phone, with the enclosed ad pub- 
lished in national magazines. Note 


"You could maven without 
@ Lalaphons vy Ann Lowd 


de. sola 
Arent ramvagse Vane one some of ther: 


= Qe 


oy dete 32h: ohbng the po 


Wire Ane Loe wrote this third-grade theme 
in her «cheat tn Orewa, Minnis, dee had po 
idea ber father would send i to the telephone 
company. Not s word has bees changed. The 
handwrhing ie Ann's, Se are the pictures. 
whieb she drew later at eur request 


BELL TELEPHONE SYSTEM 


Up to a year ago, a 


was assured of his job until he! 


reached the age of 35; now he’s 
through when he passes 15. Hey, 


|Mom, where’d’ya stash them dia- 
pers? 


STEPHEN TEDOR, 
Advertising Manager, Com- 
mercial Trades Institute, Chi- 
cago. 


* aa * 
_36-Year Old Ad Turns Up 


To the Editor: Attached is amus- 
ing evidence of Christian Herald’s 
long pulling power. On the back 
of the attached clipped ad is the 
1917. Our 


Unfortunately, the advertiser, 
Comfort Chemical Closet Co. of 
Toledo, whose slogan was “Abol- 
ish Outdoor Closets,” is no longer 
in business and no free literature 
can be sent to our subscriber in 
Henderson, Tex. 

CHARLES A. JOHNSON, 

Christian Herald, New York. 

7 * . 


Same Channels 
To the Editor: Here is a pair of 


| full-page ads from the March issue 
‘of one of your own sister-publica- 


tions: Industrial Marketing. 

It is amazing how this coinci- 
dence (?) could occur; or is this 
| another example of all great minds 
running in the same channels, and 
| added proof that plagiarism is one 
‘of the most difficult things to 


prove? 


While I’m at it, I may as well 
throw a bouquet your way. Wheth- 


‘harsh. It is our own considered | 
opinion that in most instances co- 
|incidence is the whole answer to 
situations of this kind. The play on | 


Buyers Are Getting Smarter 


/very, very nice people that make 
‘Luckies, I can’t even listen any 


| 
| 


way back, and once in a while he | 


er it’s an old Ad-Age or a new Ad- 
Age, you’re always fresh and have 
something vital to say, especially 
James Woolf, Clyde Bedell and, 
of course, your phantom Corner. 
Lou KASsHINs, 
New York. 


Mr. Kashins is, we believe, too) 


words in the accompanying ads, | 
for example, seems perfectly logi- | 
cal and apt. | 

* * * 


To the Editor: It must have been 
a joy to put out the item “The 
Sanctimonious Cigaret Hucksters”’ 
[“Salesense in Advertising” AA, 
Feb. 16]. I envy James D. Woolf 
the opportunity—but what gets me 
is that we continue to get the same 
ridiculous statements from the 
cigaret “brains.” 

I used to enjoy Horace Heidt’s 
program, but when he got onto, 
or was put onto the guff about the 


more. And I’m darned if I will 
smoke them. 


a cae 


> AGAIN... 


fer the SIXTH straight yeor, 
MODERN RAILROADS 


|silly and—yes—false 
/on the scientific studies by “recog- 


I have known Bob Hawk from 


has a good program. But now that | 


he tells me that I should smoke} 
Camels because so-and-so, and | 


'whosis of the stage and screen | 


that not only copy, but illustrations smoke them, I am sickened again. 
were prepared by third-|Old Gold is the only one of the 


‘big spenders that has sensible copy 


copywriter —in my opinion. Being a cigaret 


Bon 


AUROADS (2.000 sf oneme oon 
CHEERED © HINES pats ree 


“captive” I am in a terrible fix 
from the effects of the absolute 
statements 


nized” doctors and laboratories. 

Above all, advertising should be 
honest and one does not have to 
‘resort to misstatements to con- 
vince the buyer. The buyers are 
not all stupid. They are right smart 
and getting smarter every day. 

JAMES L. SMITH, 

Advertising Consultant, Alex- 

andria, Va. 

* ° 
NCR Overseas Salesmen 
to Get Supermarket Story 

To the Editor: ADVERTISING AGE 
for Dec. 8, 1952, carried an article 
entitled “Supermarkets Have 
Learned to Love Magazines.” 

We are extremely interested in 
articles of this nature which give 
definite facts on the progress of 
certain items in self-service stores. 
Since self-service is such a rela- 
tively new idea in overseas coun- 
tries, our salesmen are continu- 
ally asking us for information re- 
garding the latest developments in 
this country. 

We would like very much to 
have your permission to reprint 
this article and distribute it to our 


IT'S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book No. 11. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


is measured by 100% 


The finest automobile is fine to 


the last detail of finish. It’s the 


same with national advertising. 


The finest national advertise- 


ments express their quality 


through the subtle detail of fine 


photoengraving. We serve 


fectionists of quality. 


CHICA 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE, 
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Advertising Age, April 13, 1953 


salesmen for their information. We 
would be printing up approxi- 
mately 300 copies and they would 
be for the use of our organization 
—not for general distribution to 
outside customers. 


A. M. W. REuUTHER, 
Overseas Sales Methods, Na- 
tional Cash Register Co., Day- 


ton. 
6 s * 


Letterhead Helps Efficiency 
To the Editor: tm designing the 
attached letterhead, our client, 
The Oil Daily, thought of the bil- 
lions of letters resting on their side 
edges in file cabinets. Reference to 
any one of them requires file 
clerks or their bosses first to push 


aside other letters and then --to- 
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crane their necks or lift a particu- 
lar letter from the files to make 
sure it’s the one they want. 

The publishers of The Oil Daily 
eliminate this inconvenience and 
time-waste by the simple method 
of including in the letterhead right- 
hand margin reference to the name 
of their publication and the ad- 
dresses and telephone numbers of 
their main office and news bu- 
reaus. In the files this information 
is in plain view, providing not 
only identification but information 
that the file clerk may be seeking. 


J. C. BAcuroprt, 


Bachrodt, Newell, O’Kane & 
Gano, Chicago. 
* 


Claims First on ‘Save’ Ads 
To the Editor: Your issue of 
March 2 contained an article on 
an “original” ad campaign by 
Sure Save Food Marts of Chicago. 
This campaign is far from origi- 
nal. It is about the umpteenth 


known steal or adaptation of a) 


campaign which Dominion Stores 
Ltd. ran first as a test in London, 


_ NEW SHOES!" 


seve one lender hevrende 


Ont., in October-December, 1951, | 


and later in some 25 cities across 
eastern Canada. 

Imitation being the sincerest 
form of flattery, we have not ob- 
jected to other non-competitive 
food chains adapting our idea. We 
do object to Sure Save having the 
effrontery to take bows for orig- 
inality. 

Our originality campaign was 
written up in several food and ad- 
vertising trade journals in 1952, 
including the attached feature 
story in Super Market Merchandis- 


ing, the reading of which prob- 
ably gave Mr. Allen of Sure Save 
his inspiration. 
J.S. FEGGANS, 
Director of Advertising & Pro- 
motion, Dominion Stores Ltd., 
Toronto. 
Mr. Feggans is, we believe, too 
harsh. Even if the Sure Save idea 


should be an adaptation of Mr. 
Feggans’ 1951 campaign (a sub- 
ject on which we have no informa- 
tion), the Sure Save idea of tying 
up directly with a specific piece 
of merchandise available at a spe- 
cific department store carries the 
promotional idea far beyond the 
Feggans concept. 
* * . 

Offers Advice on Reducing 

To the Editor: We’re still laugh- 
ing (hic!) over The Creative Man’s 
hilarious column (AA, March 9) 
about the Bacardi “less calories” 
ad—as you state, derivative of the 
very successful La Rosa macaroni 
campaign which we prepared. Our 
scientific staff offers the follow- 
ing conclusion and advice: 


Those calories 
Treat you rig°'. 


Though Bacarc 
Makes you tig!’ 


It’s La Rosa 
Keeps you lig! 
Horac® HaGeporn, 


Vice-President, Kiesewetter, 


Baker, Hagedo! & Smith, 
New York. 
+ 7 . 


Spray Guns Spi:ad 
Identical Headli:es 

To the Editor: Knowing of your 
interest in such things, we are en- 
closing photostatic copies of two 
ads with identical !\eadlines [“Take 
the pain out of painting!’’]. 

The Devilbiss four-color page ad 
appeared in the Mirch 28 issue of 
The Saturday Evening Post which 
closed on Feb. 9. 

{Our] Sullivan-Kecker 35-line, 
black-and-white ad appeared in 
the March issue of Popular Me- 
chanics which closed Jan. 12. 

This is undoubtedly another co- 


incidence. It is a “natural” head- 
line for spraying equipment. It is 
gratifying to the writer to have 
someone think it worth $22,000 
billing! 
Gorpon S. GRIFFIN, 
Western Advertising Agency, 
Racine, Wis. 


Over 15 years ago 


onnitentae SET SOME ADS 


ont RN ROME i DON RIN SARIN 
that are still alive, still running. 
Phone MOnawk 


It's like a nightmare to us... as 
4-6134 Maybe it's the way we set them? 


11 E. Hubbard St., 


we cannot exist on memories. 
JAYPW ADVERTISING TYPOGRAPHY 
. Chicago 11, 1. 
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THE QUAD-CITIES 


ROCK ISLAND. 


74th in RETAIL SALES 


among Sales Management's 164 Metropolitan Areas 


— MOLINE: 


Disoateh 
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| 
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| 
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"Storws-Reralliat in Doth a vd afb | 
amd a. source of groak por adhifacliior . 


Sage 


A 


really are, 


Salesmen are enthusiastic about REALIST 
sisting of slides and viewer. They like th 
eye appeal . . 
interest and attention they command with 
managers proclaim the REALIstT to be “th 


... light weight... 


visual selling aid.”’ 


There is some application for the REAL 
every business. The variety of its present 
virtually universal. If you haven't seen RE/ 
your camera dealer or commercial photograp! 


HARRY P. HERRFELDT, vice president 
Park & Tilford Distillers Corp. 


THREE-DIMENSIONAL photographic enthusiast ever since 

getting his Stereo-REALIstT Camera, Mr. Herrfeldt has 
extended its value beyond personal pleasure. Ri List slides 
of Park & Tilford advertising material and displays in actual 
use have proved to be effective in his contacts with distrib- 
utors and sales executives. 

Short of the actual product itself, there's 1 
REALIST for true-to-life realism. The dram.' 
takes in perfect three-dimensions and full, n 
ideal for portraying products, services, fa’! 


thing like the 
ic pictures it 
ural color are 
ities as they 


iles kits con- 
compac tness 
rticularly the 
tomers. Sales 
world’s finest 


. and 


r in virtually 
pplications ts 
ist slides, ask 
r to show you 


some. Or for free folder on commercial app ications write: 


DAVID WHITE COMPANY, 302 W. Court Strecr. 


12, Wisconsin. 


Milwaukee 


Wik Wig 


Matched, coated 35mm f:3.5 lenses... shutters electronically tested 
for perfect color...synchronized for flash...centered view-finder 
... Split image range finder... full year warrantee. 


Re 


$159.00 (tax inc.) 


alist 


THE CAMERA THAT SEES THE SAME AS YOU 


SCCeRVEHACCECKeBERCSOHOSVISOSCCS SSD OF aS 


Ne Cameras, Viewers, Projectors, and Accessories are products 
of the David White 


ompany, Milwaukee 12, Wisconsin, 
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ADVERTISERS IN “U.S.NEWS & WORLD REPORT”—TEN YEARS OR MORE 


Aluminum Company of America 

American Credit Indemnity 
Company 

American Cyanamid Company 


American Telephone & Telegraph 
Company 
BELL TELEPHONE SYSTEM 
WESTERN ELECTRIC COMPANY, INC. 
Armco Steel Corporation 
Association of American Railroads 
Atchison, Topeka & Santa Fe 
Railroad 
Bethlehem Steel Corporation 
Borden Company, The 


Burroughs Adding Machine 
Company 
BELL & HOWELL DIVISION 
BURROUGHS ADDING MACHINE 
COMPANY 
Chicago, Burlington & Quincy 
Railroad Company 


Chicago, Milwaukee, St. Paul 
& Pacific Railroad 


Chrysler Corporation 
CHRYSLER CORPORATION 
DODGE DIVISION 


Cities Service Company 
Columbia Gas System, Inc. 
Commercial Credit Company 
Dick, A. B., Company 
Dictaphone Corporation 
Ditto, Incorporated 

Eastman Kodak Company 
Erie Railroad Company 
Fairbanks Morse & Company 


Firestone Tire & Rubber Company 
Ford Motor Company 

Fruehauf Trailer Company 
General Electric Company 


General Motors Corporation 
CADILLAC MOTOR CAR DIVISION 
CHEVROLET DIVISION 
GENERAL MOTORS CORPORATION 
PONTIAC PASSENGER CARS DIVISION 


Glenmore Distilleries Company 

Goodrich, B. F., Company, The 

Goodyear Tire & Rubber 
Company 

Gulf Oil Corporation 


International Business Machines 
Corporation 


International Harvester Company 
International Nickel Company 
International Telephone & 
Telegraph Corp. 
Kimberly-Clark Corporation 


Libbey-Owens-Ford Glass 
Company . 

Liggett & Myers Tobacco 
Company 


Merriam, G. & C., Company 


Merrill Lynch, Pierce, Fenner 
& Beane 


Metropolitan Life Insurance 
Company 


Monsanto Chemical Company 
Morgan, Stanley & Company 
National Cash Register Company 


National City Bank of New York 


National Distillers Products 
Corporation 

Norfolk & Western Railway 
Company 

North Carolina Department of 


Conservation and Industrial 
Development 


Pacific Gas & Electric Company 

Pennsylvania, Commonwealth of 

Pennsylvania Railroad Company 

Pullman Company, The 

Radio Corporation of America 

Remington Rand, Inc. 

Reynolds, R. J., Tobacco 
Company 

Schenley Industries, Inc. 

Schieffelin & Company 

Southern Railway Company 

Statler Hotels Company, Inc. 

Texas Company, The 

Timken Roller Bearing Company 

Union Carbide & Carbon Corp. 

Union Oil Company of California 

Union Pacific Railroad Company 


United States Brewers 
Foundation, Inc. 


United States Steel Corporation 
CYCLONE FENCE DEPARTMENT 
U. 8. STEEL CORPORATION 


Warner & Swasey Company 
Westinghouse Electric Corporation 


NINE-YEAR ADVERTISERS IN “U.S.NEWS & WORLD REPORT” 


American Surety Company of 
New York 
Baltimore & Ohio Railroad 
Bankers Trust Company 
Boeing Airplane Company 
Borg-Warner Corporation 
Chase National Bank of 
New York City 


Chrysler Corporation 
PLYMOUTH DIVISION 


Dow Chemical Company 


Felt & Tarrant Manufacturing 
Company 


Halsey, Stuart & Company, Inc. 
Lee Rubber & Tire Corporation 


National Coal Association 


Oakland, California, Metropolitan 
Area Committee 


Parker House Hotel 

Revere Copper & Brass, Inc. 
Reynolds Metals Company 
Travelers Insurance Company 


EIGHT-YEAR ADVERTISERS IN “U.S.NEWS & WORLD REPORT” 


Atlas Corporation 
Bank of America, National 
Trust & Savings Ass’n 
Brown-Forman Distillers 
Corporation 
Capper Publications, Inc. 
Electric Light & Power 
Companies Advertising Program 


NOW MORE THAN 600,000 NET PAID 


Employers Mutual Liability 
Insurance Company 
Gaylord Container Corporation 


General Motors Corporation 
OLDSMOBILE DIVISION 


Hardware Mutuals 
Iowa Development Commission 


Maine Development Commission 

Missouri Pacific Lines 

New York State Department of 
Commerce 


San Jose, California, Chamber of 
Commerce 


United Gas Corporation 


ots 
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SEVEN-YEAR ADVERTISERS IN “U.S.NEWS & WORLD REPORT” 


Aetna Insurance Group General Motors Corporation Mississippi Agricultural & 
} Anaconda Copper Minin wg shies Industrial Board 
ta Company Ppe 8 Home Insurance Company, The Owens-Corning Fiberglas 
Chote Coats Corncreti Journal of Commerce of Corporation 
. A g rporation New York, The Packard Motor Car Company 
> a C lidated Vultee Aircraf : : 
A pecs ne tee Aircraft Lockheed Aircraft Corporation Republic Steel Corporation 
%; eee : Massachusetts Development & Standard Brands, Inc. 
4) Coxhead, Ralph C., Corporation Industrial Commission United Air Lines, Inc. 
| } First Boston Corporation Minneapolis & St. Louis Railway Wabash Railroad Company 
SIX-YEAR ADVERTISERS IN “U.S.NEWS & WORLD REPORT” 
: 4 American Motorists Insurance Garrett Corporation National Steel Corporation 
i Company G | Motors C rati 
: Autopoint Company NEW DEPARTURE ‘BIVISION Norton Company 
'f Battle Creek Equipment Company Schine H 
! Beech Aircraft Corporation Harvey, H., & Company, Ltd. ine Hotels 
2 Celanese Corporation of America Jones & Lamson Machine Smith, Barney & Company 
' Chrysler Corporation Company. Sun Oil Company 
AIRTEMP DIVISION Meredith Publishing Company Timken-Detroit Axle C Th 
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Coca Cola Company, The Hilton Hotels Corporation White Motor Company, The 
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Curtis Publishing Company Marsh & McLennan, Inc. Company 


As listed by Publishers Information Bureau. 


More and more new advertisers are discovering 
the selling power of “U.S. News & World Report’’— 


THESE ADVERTISERS HAVE KNOWN 
IT FOR YEARS! 
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NEW YORK 20, N.Y. 
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ANA Issues Study 


on Effectiveness 


of Company Employe Publications 


New York, April 7—The first 
attempt to measure how well com- 
pany publications are meeting their 
objectives, as well as the relative 
effectiveness of various editorial 
procedures and methods, has just 
been published by the Assn. of Na- 
tional Advertisers. 

The study, “The Measured Ef- 
fectiveness of Employe Publica- 
tions,” is based on 1,800 personal 
interviews conducted for ANA by 
the Psychological Corp. It provides 
comparable data on readership, at- 
titudes of reader and non-reader 
employes, and readability of seven 
leading company publications. 


® Findings of the survey on five 
different basic points include the 
following: 

e 1. Employe’s acceptance and 
readership: 97% of employes in- 
terviewed said they felt they could 
believe what they read in the em- 
ploye periodical. Nine out of ten 
employes had read or looked into 
at least one of the two latest issues, 
and at least one home reader be- 
sides the employe also had looked 
at them. 

@ 2. Readership of features: Most 
thorough readership was achieved 
by (a) Dravo Bids, a feature in 
“Dravo Slant” listing bids of Dra- 
vo Corp. and competing companies 
on various projects, together with 
outcome of the bids; (b) classified 
advertisements; (c) employes in 
the armed forces; (d) news pre- 
sented in omnibus or “tidbit” style; 
(e) 25-year veterans. Sectionalized 
news of departments, although re- 
ceiving high partial readership, 
was not read thoroughly. 

e 3. Readership of material on 
economic and political subjects: A 
cartoon on socialism appearing in 
one of the publications was read 
by 70% of the employes who 
looked into the issue. Another car- 
toon on the welfare state was read 
by about 66% who looked into the 
issue. These and other cartoons 
are reproduced in the report. Read- 
ership of editorials on socialism, 
profits and related subjects com- 
pared favorably with readership of 
material on other subjects. A com- 
pany president’s talk on “pay as 
you go” found 38% reading some 
and 37% reading most. An article 
on company budgeting and saving 
received scores of 38% reading 
some and 32% reading most. 

e 4. Readership as related to atti- 
tudes: Of all employes interviewed, 
36% were inclined to favor govern- 
ment management of manufactur- 
ing companies; more government 
control of business; government 
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Pullman-Standard V. P. 
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ownership of electric light and 


power companies. They were clas- | 


sified as “leftist” for the purposes 


of the study. Another 22% were not 


‘sure whether they favored any one ‘Stent with the average school at- | 


of these measures and were classi-| 


\fied as “doubtful.” Those classi- 


to all three measures comprised 
42%. There was substantial read- 
‘all three groups. However, about 
15% more of the “rightists” than 


‘fied as “rightist” because opposed | 


“leftist” or “doubtful” had not gone 
as far in school as had “rightists,” 
and for that reason, it is pointed 
out, are probably harder to reach 


through the printed medium. 
@ 5. Readability: Publications stud- 


ied were on the average written 
at a level requiring some high 
school education for easy compre- 
hension. This level is fairly con- 


tainment of the employes. About 
one-third of all employes had not 
attended high school. 


‘ 
_® In its foreword to the study, the 


| 


light of the growth and develop- 
ment of employe publications, the 


nications today is to find out what 
employes will read and believe. 

_ “Just as the advertiser wishes 
to have continuing readership 
studies of the media he uses, so, 
|too, should company management 
/have a similar continuing study 
through which it can measure its 
publication against the norm for 
|industry.” 

The study shows that there are 
two broad classifications of house 
organs: magazine and newspaper. 
,Magazine formats range from di- 
gest to Life sizes, while newspaper 
formats vary from tabloids to 


ership of the publications among committee points out that “in the eight-column widths. 


| In issuing the study, Guy Berg- 
hoff, director, public relations and 


the “leftists” looked into the pub- committee believes that the biggest advertising, Pittsburgh Plate Glass 
lications. Employes classified as job in the field of business commu- Co., and chairman of the ANA 
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committee responsible for the proj- 

ect, emphasized that there has been 
a great change in recent years in 
‘the content of company publica- 
tions. : 

“Their objective,” he said, “is 
no longer to be merely a vehicle of 
chit chat and narrow interest news 
items. Instead, management now 
sees the company publication as 
the principal means of creating 
better understanding among all 
employes of the full range of com- 
pany operations as well as greater 
awareness of the company’s place 
in the economy as a whole.” 


® These “representative” publica- 
tions are: “Dravo Slant,” monthly, 
with newspaper format, issued by 
Dravo Corp.; “Pittsburgh People,” 


All?“selling is 


like 


You can sell hot water bottles from Waco to 


...and nothing specializes 


the busines 


Sp 


Tess 


There’s the hook that makes business papers get 


Walla Walla. But this smart bird can sell "em faster 
out where every cold lad’s a hot prospect. 

The selling sense is sound: he specializes. He picks 
his prospects . . . and it pays. 

This business of specializing is one big answer to 
the growing pressure for more effective selling, to 
move more goods. . . for less. It’s sound sense — 


especially in selling to business—to aim sharply. 


pointed advertising at specific people in specific jobs 
in specific fields. 
The business press lines them up like sittin’ ducks. 


action. They make hot prospects out of cold cus- 
tomers. Their specialized editing puts people on the 
trail of particular products, starts them planning . . . 
trying out new techniques and materials. . . clip- 
ping ads that tell where-to-buy-what . . . reading up 
on new equipment to slice costs or speed production 
or turn a profit. 


That’s why many advertisers spent more than 
half-a-million dollars apiece in business papers* in 
1951 ...a whale of a lot at so little-per-page. And 
advertisers as a whole invested more than 


answers to 


John W. Scallan was appointed vice 
resident and general manager of the | 
Pullman-Stendard Car Manufacturing | 
Co., Chicago. He is one of 438,043 daily 
Wall Street Journal readers from 
coast-to-coast. To reach men who are— 
stepping up in business advertise in| 
America’s Only National Business | 
Daily. What an advertising medium! 


It’s a job no other media can do so well! 

Fact is, business papers are as precisely specialized 
as business itself. They’re written for people with 
particular problems on their minds .. . and they’re 
read—not to get away from problems —but to find 


them. 


*See ABP’s Leading Advertisers 


What’s Ahead for Business? 


J. K. Lasser, well-known tax and accounting authority, takes a realistic, informative look at the 


$300,000,000 in the business press in 1952. 


Whatever you make that business buys or uses 
or sells . . . from aspirin to air conditioners, corsets 
to copper... you can move it faster—for less — 


if you advertise it first in the business press. 


More “HELPS” for businesspaper advertisers ... from ABP 


There’s important reading in three new booklets just published by ABP. Send for your copies (there’s 
no charge!). Like ABP’s many other booklets, they'll help you use the business press more effectively. 


need for more research, more sales promotion and more advertising to create more business 


nd a stronger national economy. 


A Cosmic Tool... 


Some ideas on how to sweat more good out of business papers as a management tool . . . with 
Suggestions that range from integrating business paper articles into your training programs to digging for 
“know-how right now”. It shows how to harness the business press to meet the 


Write to ABP for: AGENDA TO KEEP BUSINESS OUT OF THE DOGHOUSE, by J. K, Lasser 


critical need for new ways of doing things. 
y 8 5S Write to ABP for: BUSINESS PAPERS, COSMIC TOOL FOR EXECUTIVE DEVELOPMENT 


How to Sell the Dealer ... 


Here's a thoroughly realistic analysis of sales objectives 
in advertising-to-dealers ...a “training course” for 
everyone with a hand in the important job of moving 
more merchandise. Now ready is a “file” that sets up 


themes to meet them 


eight practical sales objectives—and eight basic copy 
.. plus the first of eight folders 
spelling out each copy theme in detail, with examples 
of ads that make each copy idea sell. 


Write to your ABP merchandising paper (or to ABP) for: THE MAN \N THE MIDDLE 
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Glass Co.; “GE News,” weekly 
newspaper, General Electric Co.| Vernon, O., 
(Schenectady Works); “GM_| verter of flexible packaging mate- 
Folks,” monthly magazine, Delco- | Fials. has formed a new foreign 
Remy division, General Motors | @ffiliate, Shellmar Papelera In- Refining Co. is so excited about its 


oe ” . 'dustrial C. A., at Caracas, Vene- |, cad Seation” 
Corp.; “GM Folks,” monthly mag- | > .ejq. Production manager of the | Certified Lubrication” program 


Shellmar Products Corp., Mount | 


lose “ ivision. 4 rae . t it wants motorists in its en-| 
azine, Pontiac motor division, Gen- | affijiate will be S. P. Congdon, of bes marketing area to know where @® The basic ad size is 1,500 lines, | 
they can go to get such a lubrica- but in Philadelphia and Pittsburgh | 


eral Motors. Corp.; “Delco-Remy | Shellmar de Mexico. Francisco 
Clan,” weekly newspaper, Delco- | Mendoza, general manager of Pap- 
Remy division, General 
Corp.; “Pontiac Warrior,” month-| 
ly, with newspaper format, Pontiac 
Motor division, General Motors | Kelso Norman Gets Foster cars will stay squeakproof for 1,000 
Corp.; and “Alcoa News,” bi-week- Kelso Norman Agency, San/miles or 30 days, whichever comes 
ly with magazine folder format, Francisco, has been named to han- | first. If a squeak develops in that 
Aluminum Co. of America. die err nn a ‘time, the dealer who has been cer- 
l The complete 110-page report, | P2taurant chain with headquarters |‘ified by Atlantie will fix it with- 
is profusely illustrated, is available | jn San Francisco. A promotion for CU) © arge. 5 

from ANA headquarters, 285 Ma- | Foster’s English Muffins is being To tell the story and to promote 


Motors | elera Industrial, has been named | tion. 
president. | “Certified Lubrication” offers 
| 


4 Advertising Age, April 13, 1953 
| monthly magazine, Pittsburgh Plate | Shellmar Forms Foreign Unit 
} 

motorists a guarantee that their 
f 


'30-Day Squeakproof Lubricating Work 
fabricator and con- Certified for Atlantic Refining Dealers 


PHILADELPHIA, April 7—Atlantic “certified” by the company, At-. 


lantic is taking large-space ads in| 


176 daily newspapers. 


‘full pages have been contracted for 
‘because of the number of dealers 
‘in those areas. The first ad broke 
jon April 2, with a followup of 
‘the same size and copy coming to- 
'morrow and Thursday. Wherever 
| possible, two colors are being used. 

The ad copy itself is in a center 
“square, surrounded by lists of deal- 
‘ers by communities with street 


ee 


Why do ABP papers stand ‘way out front in 
almost every field? They're all ABC-audited, 
paid-circulation papers. Their editing’s got to be 
good to build subscriptions. People pay for what 
they choose to read... and two million sub- 
scribers pay over $8,000,000 a year to read ABP 
papers. This means strong reader interest ...a 
receptive climate for advertising. That's one 
reason why it’s always worth your while to look 
for the ABP and ABC symbols when you're 
building your list. 


THE ASSOCIATED 


205 East 42nd Street, New York 17, N. 


Murray Hill 6-4980 
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*) dison Ave., for $10 a copy. planned. ‘individual dealers who have been! addresses. The headline is “Certi- 
rg 

‘i i 

i ee 

¥ ee e! pat tila garner a “ oka Ra 

f eae 

' e.- a ’ ——— 

— specialize ‘ all 

Z 

i 


Qa 
All members of App are proud members of ABC > ome 


BUSINESS PUBLICATIONS 


Founded 1916 


Y. 


| 


| 


| 


| 


45 
< 
Pa 
wt. 
.= 
we 
Foe * 
at re. 
= = 
te oe 
ey a 
= et 
= = 
: 
= = 
ee wT 
i = 
Sond 1 
- .s 
= iF 
= aE: 
. =. 
- = 
=== & 
= = 
ha = 
a z.. 
ae rz: 
a - 
ry = 
: or. ad 
SPER STRESS & 
ee ee oe ee 
Bae MB. S— £5. ae Fe. = ye ow a . 
= be. = ae ae ~. i= 
SESS eesti tee = 
we i (iim SE ere SS 


fied in Writing” in 144 point type. 
The newspaper schedule will be 
followed closely by Atlantic’s 
heavy spring and summer sports 
schedule on radio and television. 
N. W. Ayer & Son is the Atlantic 
agency. 


Gob Shops Names 2, Expands 
Gob Shops, Pawtucket, R. I., has 


appointed Theodore Schoenfield 
‘executive v.p. in charge of mer- 
‘\chandising and Raymond Mac- 
|Donald advertising director. The 
‘company has opened two new 
|franchise stores; ten more are to 
be opened within the next six 
months, with 25 additional units 
to be opened thereafter in south- 
ern New England. 


Joins McDonald-Thompson 


Morton McDonald, formerly 
with the advertising department 
of California Spray-Chemical 
Corp., Richmond, Cal., has joined 
the San Francisco office of Mc- 
Donald-Thompson, publishers’ 
representative. 


Hudnut Promotes Linnard 


I. R. Linnard, formerly in mer- 
chandising, packaging and con- 
‘sumer research for Hudnut Sales 
|Co., New York; has been named 
v.p. in charge of merchandising. 
Mr. Linnard joined the company in 
1946 as merchandise manager. 


Wetzel Appoints Gredler 


Kenneth W. Gredler has joined 
Wetzel Bros., Milwaukee printer, 
as supervisor of creative planning. 
Previously he was assistant copy 
chief and account executive for 
Andrews Advertising Agency, Mil- 
| waukee. 


TELEVTsion 
\ BECKER BRas, 


e country for 


Westinghouse Electr Corporation 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


600 Neon Avenue, Lima, Ohio 
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NORTH CAROLINA 
1. Buying Center of Craven County. 


= 2. Quality of Market—106. 
8. Effective Buying Income 
$18,827,000. 


THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Dr. Ellis to Kastor, Farrell 


Dr. Ellis Sales Co., Pittsburgh, 
cosmetic distributor, has appointed 
Kastor, Farrell, Chesley & Clifford, 
New York, to direct its adver- 
tising. Plans are being made for 
b&w fractional pages in Sunday 
newspaper sections in principal 
cities. Smith, Taylor & Jenkins, 
Pittsburgh, is the previous agency. 


Allison to Mississippi Group 


Anthony G. Allison, previously 
public relations director of the 
Chicago Board of Trade, has been 
named assistant to the president of 
the Mississippi Valley Assn., with 
headquartérs in Chicago. 


2, 
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‘SLANDER > 


Gavia 


Sy 


ADVERTISERS © AGENCIES e CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 
INSURE THIS HAZARD! 
Our unique policy is adequate and 


amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRITE FOR DETAILS 


AND RATES. 5 
- EMPLOYERS — 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Kansas City Mo. 


Young Lithographers Elect 
The Young Lithographers Assn. 
of New York has elected Kurt 
Heinrich, D’Arcy Printing & Litho- 
graphing Co., president. Other offi- 
cers elected are Maxwell S. Fried- 
man, Consolidated Lithographing 
Corp., v.p.; Wallace A. Glover, 


|Polygraphic Co. of America, v.p. 


in charge of programs; Erwin A. 
Bielitz, American Colortype Co., 
secretary, and Theodore C. Fenn 
Jr., Fenn & Fenn, treasurer. 


McKimmon Joins WGVL 
Ben McKimmon, formerly Car- 
olina sales manager with WBT and 


WBT-TV, Charlotte, N. C., has| 


been named general manager of 
WGVL, a new television station 
at Greenville, N. C., which expects 
to go on the air Aug. 1. 


Levin Heads Meter-Ad Corp. 
George M. Levin, since 1949 le- 

gal adviser to the City Meter-Ad 

Corp., New York specialist in park- 


‘ing meter advertising, has been) 
lelected president. 
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14 Phases of Industrial Advertising 
Described in Book by Julian Boone 


New York, April 7—There is! 
a big future in industrial adver- 
tising. It is limited only by the 
capacity of the men specializing in which better advertising is both 
its development. /a cause and a result. 

That, in substance, is the con-_ 
viction of Julian Boone, sales pro-|' s “Next in importance,” he says, 
motion manager of Power, whose “jis the entrance of the advertising 
| “Industrial Advertising Handbook” | agency into the industrial field. 
has just been issued by McGraw- This has been fairly recent. About 
Hill Book Co. ten years ago only a few industrial 

The handbook, which Mr. Boone | publications allowed the custom- 
compiled and edited, contains 14 ary 15% agency commission. To- 
chapters on different phases of|day there are very few who do 
industrial advertising, each by a not.” : 
specialist and recognized authority | The third factor that has 


trial advertising,” Mr. Boone says 
in his preface, “is the growth of 
our industrial economy itself, of 


in the field. brought about a higher standard 
‘of industrial advertising, he be- 
|lieves, is that industrial advertis- 
'ing media have developed new re- 


“The big reason for the im- 
provement and growth of indus- 


BE ALERT to tresh 

Opportunities eve- 
ry day to advance 
your highest and best 
interests. 


Tist YEAR—No. 6 


Trede Mark Registered 
Coprright, 1953. Grit Puntisning Co 


HE future as a 
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|search techniques and have learned 
‘to analyze their audiences. 
“Industrial papers in the past 
few years,” Mr. Boone told AA, 
“have learned how to explain and 
interpret the purpose and value of 
| advertising in comprehensive, fac- 
'tual and practical ways. And as 
_advertisers gained broader under- 
|standing of advertising values, 
they learned how to use advertis- 
‘ing more effectively.” 
| 
| @ The origin of Mr. Boone’s hand- 
| book goes back to a series of ad- 
_vertisements on industrial adver- 
tising case histories which ap- 
peared in 1949 and 1950 in Indus- 
| trial Marketing and Printers’ Ink. 
|The ads were run by Electrical 
| World, a McGraw-Hill publication, 
of which Mr. Boone was then pro- 
motion manager. Each ad in the 
series pointed out how a manufac- 
turer solved a basic marketing 
| problem. 

After publication of the series, 
Mr. Boone felt that the notes he 
had accumulated for preparation 
_of the ads would make a good book 
on various aspects of industrial 
advertising. He submitted the idea 
to McGraw-Hill Book Co. The edi- 
tors there liked the idea but felt 
/a handbook on all phases of in- 
'dustrial advertising, including 
| such subjects as direct mail, cata- 
| logs, trade shows, public relations, 
|measuring markets, etc., would 
have a greater interest. 
| So Mr. Boone decided to get an 
|}expert in each category to write 
'a chapter. It took two years to 
gather the necessary data and 
/compile the book. 


| Among the contributors are Wil- 
jliam K. Beard Jr., president, As- 
sociated Business Publications; 
|Bennett S. Chapple Jr., United 
| States Steel Corp.; William Schink, 
| G- M. Basford Co.; Schuyler Hop- 
| per, Schuyler Hopper Co.; Edward 
|N. Meyer Jr., James Gray Inc.; 
|and K. C. Pratt, K. C. Pratt Inc. 

| Mr. Boone, who grew up in the 
| Northwest, has varied experience 
in advertising, including newspa- 
/per, radio and advertising agency 
| work. 

| In 1944 he went with American 
| Broadcasting Co. as promotion 
'manager of ABC spot sales. Two 
| years later he joined the network 
|promotion staff of Columbia 
| Broadcasting System. Six years 
ago he joined the McGraw-Hill or- 


LYNCHBURG 


VIRGINIA 


A Metropolitan Market as defined 
by Sales Management, the City of 
| Lynchburg’s 1951 per capita retail 
sales ($1,320) were 38% higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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TRADITION BUILDER—Elgin National ed 
Co., Elgin, Ill, will use this four-color page | 
in Farm Journal, Life, Progressive Farmer | 
and The Saturday Evening Post to stress the | 
traditional aspect of watches as graduation | 
gifts. Young & Rubicam is the agency. 


ganization as promotion manager | 
of Electrical World. For the past. 
two years he has been sales pro-| 
motion manager of Power, | 
| 
| 


BUSINESS CONFERENCE 
PUBLISHED AS BOOK 


CAMBRIDGE, Mass., April 7—Ex- | 
ecutives who missed the Nation- 
al Business Conference sponsored | 
by the Harvard Business School | 
last summer can get the highlights | 
of the session in a book published | 
last week by Harvard University | 
Press. 

The volume, “Getting Things | 
Done in Business,” is edited by | 
Edward C. Bursk, editor of Har- | 
vard Business Review, from talks | 
delivered at the conference. 


sw Forces which move people to. 
action and methods which may be, 
applied by business men is the 
theme of the 152-page book. 

Part I consists of five addresses 
by Jervis J. Babb, president of 
Lever Bros. Co. and chairman of 
the conference, and other indus- 
trial executives. The second sec- 
tion is devoted to five panels on) 
aspects of human relations, labor 
relations, developing an executive 
team, marketing, and finance. 

The price of the book is $3.25. 


To Bumberg Advertising 


Kittridge Interiors & Silver- 
smiths, New York manufacturer 
and distributor, has appointed Jay 
Gabriel Bumberg Advertising, New | 
York, to direct a mail order pro- 
motion in the merchandising of its 
new driftwood kits and related 
lines. Driftwood lamp kits will be 
sold through home and hobby pub- 
lications, and promotion will in- 
clude driftwood accessories. 


Ivins Joins Crowell-Collier 


Donald A. Ivins Jr., formerly | 
with the advertising department) 
of Miller Brewing Co., Milwaukee, 
has joined the merchandising de- 
partment of Crowell-Collier Pub- | 
lishing Co., Chicago. 


Mrs. Kent to Gresh & Kramer 


Mrs. Prudence Kent, formerly 
with the Lavenson Bureau of Ad- 
vertising, Philadelphia, has joined 
Gresh & Kramer, Philadelphia, as 
radio and television director and 
assistant to the president. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1951 the Morning Call carried 


more than 7,500,000 lines of local 
advertising. Department Stores and | 
national chain food companies | 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST moRE FACTS—ADVERTISE IN THE CALL 


ationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintajns offices 


in all principal advertising centers 


| WWLP.-TV, Springfield, Bows 


WWLP-TV, Springfield, first 
u.h.f. outlet in Massachusetts, has > 
begun operations, using Channel 
61. The station is affiliated with 
both National Broadcasting Co. 
and American Broadcasting Co., 
and is on the air Mondays through 
Saturdays from 5 p.m. to mid- 
night, and on Sundays from 4 to 
11 p.m. 


| Lloyd S. Howard Moves 


Lloyd S. Howard Associates, 
New York, has moved to larger 


| quarters at 420 Madison Ave. 


‘Issues ‘Brewery Blue Book’ 


Devins to Sperry Gyroscope 


N.Y 


Brewery Age Publishing Co., 20 
E. Huron St., Chicago, has issued 
the 1953 edition of the “Modern | 
Brewery Age Blue Book,” includ- 
ing a digest of state laws concern- | 
ing beer advertising, among other | 
material. The book selis for $4. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience, Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
. Send in your Storyboards for quotes. 


J. H. Devins, previously in the | 
Washington office of the Aircraft | 
Industries Assn., has been named | 
manager of public information for 
Sperry Gyroscope Co., Great Neck, 
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Market 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST MARKET 
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® Metropolitan Salt Lake City population has reached 300,000. And is the 
second fastest growing area in the nation with 3,000,000 money spending 
tourists annually. 


In the heart of a rich market. 
exceed $1-billion annually. % 
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MARKET FACTS— re 


@ Salt Lake City is vastly important as a sales point — since it is the largest 
city in the 1300- mile expanse between Denver and San Francisco, and does 
the major distribution job for an area 
virtually from Canada to Mexico. 


the width of the United States — 


Income payments to Utahns alone now 


Your Advertising Agency has all the facts. oe. aa 
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A WONDERFUL 


advertising man who 


Box 


OPPORTUNITY 


for an aspiring young sales promotion and 


is ready to spread his 


wings and fly high. He must be a creator and 
a doer. The job calls for taking over and oper- 
ating the sales promotion and advertising de- 
partment of a fast growing rug manufacturer. 
Rug experience is not a prerequisite. Apply by 
mail only giving complete information about 


vourself, State starting salary desired. Write to: 


409 


ADVERTISING AGE 
801 Second Ave. 
New York 17, N.Y. 


Information for Advertisers 


No. 4623. How to Set Up Sales 
Program in Metalworking In- 
dustry. 


“The Metalworking Industry by | 


Industrial Areas’—volume II in 
Iron Age’s new series of basic mar- 
keting data books—is now avail- 
able. This is a detailed and exhaus- 
tive analysis designed to enable the 
user to establish logical sales terri- 
tories and quotas, analyze sales 
potentials and quotas within exist- 
ing territories, and determine mar- 
ket potentials on an area basis. 


No. 4625. Variety of P-O-P Ideas. 

From Hinde & Dauch comes a 
booklet, “How to Select Vending 
Displays That Increase Sales,” 
which tells of the company’s long 
experience and special facilities in 
the design and production of corru- 
gated merchandise display stands 
for easy set-up, long life, and re- 
tailer acceptance. More than thirty 
case-history type illustrations are 
given, showing applications for 
foodstuffs, candies, drug items, 
groups of related drug items, in- 
secticides, bandages, soap powder, 
chinaware, bird seed, cheese, choc- 
olate, etc. Recommended reading. 


No. 4627. The Teen-Age Cosmetic 
Market Analyzed. 

Seventeen offers “The Girl Un- 
der Twenty”—an exhaustive, de- 
tailed study undertaken to deter- 
mine the personal grooming habits 
of teen-age girls, their use of beau- 
ty products, their brand prefer- 
ences, and their buying habits. 
Ninety pages of statistics on 30 
product categories. It isa good bet 
that a girl on a date has just gar- 
gled with Listerine and swabbed 
Evening in Paris behind her ears. 


No. 4628. Growth of Self-Service 
Stores Charted. 
Showing that 79% of all gro- 


| through self-service stores (it was 
(1% in 1930), Outdoor Advertising 
Inc. offers a new analysis—“Super 
Markets and Other Self-Service 
Stores.” It studies the growth and 
importance of self-service in the 
United States by regions, city-size 
groups, and individual cities over 
25,000 population, listing the num- 
ber of supermarkets and other 
self-service stores in 501 cities and 
the percentage of total grocery 
volume they account for in each 
market. 


No. 4629. Food Store Brand Prefer- 
ences of Farmers. 

What brands farm families pre- 
fer among 89 different classifica- 
tions of products sold by food stores 
are divulged in a survey recently 
released by Capper’s Farmer. Sam- 
ple for the study consisted of every 
300 names on the Capper’s Farmer 
subscription list, which exceeds 1,- 
300,000. Special data on cereal con- 
sumption is included. Copies of the 
complete report are available on 
request. 


No. 4630. $2 Billion Nebraska- 
Western Iowa Market. 

Facts about this market, involv- 
ing over 1,000 urban centers, more 
than 25,000 retail stores, 720,000 
urban and 830,000 farm population, 
are detailed in a new Omaha 
World-Herald brochure, “A Two 
Billion Dollar Market...a Thrifty 
Way to Sell It!” Charts show 
above-average growth of income, 
sales, etc. Available route lists, and 
merchandising services provided 
by the newspaper are summarized. 


No. 4624. Waterloo Area Grocery 
Route List. 

The Waterloo Daily Courier of- 
fers a new “1953 Waterloo Trade 
Territory Grocery Directory” 
which gives route lists for the city 
itself and for 190 surrounding Iowa 
communities. A list of city drug- 


cery store sales are now made 


gists is included. 


Note: Inquiries for the items listed above will not be serviced beyond May 25. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
| Preceding publication date. Display classified takes card rate of $12.75 per 


| column inch. Regular card discounts, 


size and frequency, apply on display. 
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HELP WANTED 


CREATIVE COPYWRITER WANTED 
Small, growing mid-South agency 
excellent opportunity to outstanding crea- 
tive copy man. Must be able to develop 
fresh, sound campaign ideas and copy for 
all media on all types of accounts. Must 

of potential management calibre. 
| Some production know-how and previous 
contact experience or ability desirable. 
Please send complete resume, including 
salary requirements. Your letter will be 
kept confidential. 

Box 5663, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

House Organ Editor 
Young man with plentiful exp. in writing. 
photography, and with sound knowledge 
| of people, to edit employee journal, other 
house organ. 
Box 5669, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Tl. 


BARNARD 


A service or emplovers and apvlicants | 


in the fields of advertising and publishing. 
| Office and Professional C¥ntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


offers | 


| WRITE R—Technical publications. Must be 
;exnerienced in preparing eauinment or 
| training publications for industry or armed 
forces. Ability to interpret specifications 
and blueprints essential. We want a tov- 
flight man able to produce, and are will- 
ing to pay salary commensurate with 
ability. Location is Southern Wisconsin 
lake area. Write 

Box 5648. ADVERTISING AGF 

‘200 E. Iilinois St., Chicago 11, Il. 


A CANADIAN ADVERTISING AGENCY 


| offers opportunity in its 


TORONTO OFFICE 
to a merchandising-minded 
CREATIVE COPYWRITER 
Congenial working conditions, salary open 
Write to E. A. Seaborn, 
Vickers & Benson Ltd., 


380 Victoria Street, 


Toronto, Ontario 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


Artist Wanted - New York idea man cap- 
able of making rough color sketches suit- 
able for presentation. Experience in litho- 
graph point-of-purchase material prefer- 
able. Give age, experience, 
desired. 
Box 5664, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


WANTED: Young man, experienced in 
distributor-dealer merchandising, pref- 
erably air-conditioning, with general ad- 
vertising background. Opportunity to get 
in on ground floor in an expanding in- 
dustry with weli-known manufacturer. 
Growth opportunities unlimited for right 


sired. 
Box 5667, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


man. Write giving full details, salary de-— 


ADVERTISING & PUBLISHING ° 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 

209 S. State St. Ha 717-2063 Chicago 


} HELP WANTED 
| Young, Direct-Mail Copywriter - Has 
very best circ. experience, lucid, incisive 
copy style, for publisher addressing con- 
sumers, industrialists. 

Box 5670, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Opening for Seasoned Trade Paper 
Editor 
Over 5 years’ service with complete 


knowledge of makeup and layout for in- 
dustrial publication. 

Box 5659, ADVERTISING AGE 

20¢ E. Illinois St., Chicago 11, I. 


Space salesman for national trade publica- 
tion, living in Philadelphia area, car, at 
least five vears’ trade space selling ex- 
perience. Draw against commission. 
Box 5665. ADVERTISING AGE 
80:1 Second Ave., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


WANTED: Young man to spark setup of 
central direct-mail operation, including 
mechanics of distribution as well as mail- 
ing-list work. Good opportunity for ex- 
perienced direct-mail distribution man. 
Opportunity to grow with a respected, 
well-known industrial manufacturer with 
multiple sales divisions. Write giving de- 
tails of experience, salary desired. Re- 
plies held confidential. 

Box 5668, ADVERTISING AGE 

8u1 Second Ave., New York 17, N. Y. 


POSITIONS WANTED 


DO YOU SELL THRU THE 5 & 10'S? 
Hire this variety store distribution spe- 
cialist as your advertising and sales pro- 
motion manager—or as sales manager! 
Over 20 years experience available in this 
creative, sales-minded man who has both 
drive and ability. Successful direct-mai! 
business getter. Wholesale and manu- 
facturing background, broad merchandis- 
ing and store operations knowledge. Now 
earning about $10,000 in executive post 
Box 5673, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BLONDE WITH BRAINS—plus 7 years’ 
experience editing sales promotion and 
employee publications wants new posi- 
tion in editorial, publicity or public rela- 
tions field. Newspaper background. Skilled 
with speed-graphic. Equally at home in 
country and city. Versatile. Free to travel 
and concentrate on the job. 
Box 5672, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
FREE LANCE ILLUSTRATOR 
8 years’ experience in spot illustration, 
black and white, color. Knowledge of 
production. Chicago location. Can be 


and salary | Peached_at We 9-4916. D. Wright. 


4 ARTISTS FOR THE PRICE OF ONE!! 
1. Art Director - Reliable, Progressive 
2. Illustrator - Imaginative, Versatile. 
3. Layout Man - Dramatic, Crisp, Fast. 
4. Cartoonist - Fresh style, Individual. 
If you’re looking for someone with ver- 
satility plus, I’m your man. $4700.00 per 
annum. Write for samples.. TODAY! 
Box 5674, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ART & PROMOTION DIRECTOR ~ 
Young woman with over 5 years’ experi- 
lence, vast knowledge of layout, produc- 
/tion, type, engraving and photography. 
Permanent position with manufacturer 
or publisher. Chicago, $4,000. 
Box 5671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| 


j 
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COPYWRITER 


8 yrs. experience, now a key writer 
for agency billing $17 million. Sam- 
oe prove success in all media on 
ood, drug, hard goods, apparel ac- 
counts. $10,000 or over. Can move 
promptly. 


Box 462 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


EXECUTIVE TO SUPERVISE 
TV AND FILM PRODUCTION 


I've produced hundreds of TV spots for top 
advertisers, know costs, problems. As head 

a large, active film producing company, I 
have learned film costs reslistically, I em 
estimate accurately the cost of a spot, suggest 
gs Spee tae - short-cuts without hurting quat- 
ity. can talk to clients down to the last 
detail of production. I can manage personne! 
within the eg department, supervise pro- 
duction in the TV or film studio with full 
kn e of the problems involved. I have 
talked with many advertisers who tell me 
that there is a real need in the agency field 
for cost-conscious production executives in 
TV. Wf you have such a need, I honestly 
believe I'm your man. 7 

Box 461 ADVERTISING AGE 
SOL Second Ave. New York 17, N.Y. 


MY GAL 
FRIDAY? 


Secretary “Gal Friday” to ad- 
vertising manag nationally 
known packaging in Chi- 
cago loop. Excellent opportunity 
to learn all phases of advertis- 
ing. Must assume responsibility, 
neat appearance, fast, accurate 
shorthand or Ediphone and typ- 
ing. Start May 4 or 11. Replies 
held in strict confidence. 


Box 456, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Proven 


Merchandising Manager 


| 


Now responsible for national adver- 
tising, merchandising program, lead- 
ing white goods manufacturer. 
Heavily creative; long on copy, lay- 
out, plans, administration. Excellent 
platform experience. Know dealer, dis- 
tributor, agency-client relationships. 
Directing large department. Best rea- 
sons for wanting change to top level 
challenge, agency or manufacturer, 
New England, Eastern states pre- 
ferred. 


Box 465 ADVERTISING AGE 
801 Second Ave., New York ee & 


Ass’t Sales Promotion 
Manager 


Wanted by large national 
advertiser. Experience pre- 
ferred: Creative and follow- 
thru on direct mail, displays, 
etc. About 35 yrs. $6000.00. 
Give full details in first 
letter to: Dept. GW, The 
Buchen Co., 400 West Mad- 
ison St., Chicago, II. 


Large industrial com 
has opening for man 
tising 


and working closel 
sible assignments. 


knows of this ad. 


Box 453 
801 Second Ave. 


EXCEPTIONAL OPPORTUNITY FOR 
INDUSTRIAL ADVERTISING MAN 


y in Pittsburgh (annual sales $100,000,000) 
tween 25 and 38 to serve as assistant adver- 
er. The person we are seeking must have several years’ 
industrial advertising experience, be capable of writing good copy 

with top management and agency on respon- 
ery good starting salary and excellent prospects 
for advancement. State age, education and experience. 


ADVERTISING AGE 


ur staff 


New York 17, N. Y. 


leading agency. 


200 E. Illinois St. 


WANTED: 


An important copy-contact position for a man 
with a background of both creative and account 
executive experience with the Coast office of a 


If interested, please write giving complete in- 
formation covering experience. age, family, etc. 


All replies will be treated in strict confidence. 


Box 468, ADVERTISING AGE 


Chicago 11, Ill. 


SATISFIED WITH YOUR 
MIDWEST SPACE SALES? 


We offer you eight-state repre- 
sentation through the earnest co- 
operation of our principals and 
their years of experience as pub- 
lishers’ representatives for trade 
and business papers. 

Our strategically located offices 
will give you the same personal 
services as your own organization, 
without the necessary overhead. 
The Senior Executive from our 
Chicago office will gladly discuss 
YOUR problems personally dur- 
ing his coming Eastern trip. 

x 463 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 


CREATIVE ARTIST 


We are an advertising firm located 
in a large midwestern city. We are 
looking for a creative artist on the 
Director level. But more than that, 
we are looking for a creative artist 
who can work with our clients, de- 
termine their wants, needs and ideas 
and develop them in graphic form. 

The man we are looking for is 
probably in his 30's. He has a sub- 
stantial background in the industry 
and he will have a ready apprecia- 
tion of the importance of customer 
relations. He will recognize the op- 
portunity that exists in filling a new 
job with a long established firm— 
an opportunity whose limits he alone 
will set. 

If you are this man, write and tell 
us your background and financial 
needs. All replies will be held in 
strict confidence, and all of our own 
people know of this opening. 


Box 466 ADVERTISING AGE 
801 Second Ave. Chicago 11, Il. 
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Travelingest Americans? Teachers, Maybe, 
But ‘Fortune’ Says the Executive Group Is 


New York, April 8—Who does 


Salesmen, small business men 


the most foreign travel these days,| and accountants ........ 5.0 

the high-paid executive or the low- | Actors, artists, writers 

paid teacher? and musicians .......... 4.0 
Well, it all depends on which’ No occupation ............. 5.0 


study you read. A story in a recent | 
issue of Travel Items claims a 
growing trend to foreign travel by 
the lower income groups. Teachers, 
it said, continue to be the “travel- 
ingest” Americans. In 1952, more 
than 21,000 obtained passports, a 


® As for percentage increases in 
passports over 1951, Fortune offers 
the following gains as evidence of 
which income groups do the most 
traveling: 


; % Gain 
48% increase over 1951. By com- Contractors ................ 102.0 
parison, passport holders as a MI 655 cow aacia sa'anou 33.5 
whole increased 36% last year. ree ay fees 28.0 
“More teachers obtained pass-| Florists .................... 147.0 
ports in 1952 than all the following NS SS ae 45.0 
vocations put together-—bankers, |\wanufacturers .............. 67.0 
brokers, buyers, exporters, import- | Scientists .................. 56.0 
ers, lawyers, architects, actors, ac- 
countants, contractors and librari- Blum’s Names Floyd Webb 


ans. 


® “Clerks and_ secretaries—t he 
two-weeks-with-pay group—con- 
tinue to shine as overseas travel | 
prospects,” the story continues. | 
While passports as a whole in-| 
creased 36% in ’52 over ’51, pass-. 
ports to clerks and_ secretaries | 
jumped 94% over the previous 
year. The total was 33,211. 

“This is attributed by some to 
the popularity of the ‘Quickie va- | 
cations in Europe’ by tourist-class 
planes, Low-cost package trips are | 
also a factor which appeal to the. 
‘it’s smart to be thrifty’ class.” 

That’s the picture as it looks to. 
Travel Items. But a study made. 
by a member of Fortune’s sales | 
staff gives a different view. 


# More people who called them- | 
selves “executives” took out pass- | 
ports last year than did teachers, | 
says Fortune. Executives took out 
22,907, it says. 

The magazine breaks down pass- 
port holders as follows: 
Low to middle income groups 42.0% 
High-income groups ....... 25.5 
Housewives 


Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-7100 - Chicago 2, Ill. 


- FOR SALE) 


Weekly ABC trade magazine in the 
fashion field; established 1873: one 
of the oldest trade papers in America. 
Also, 72 year old aasetery. 
Apprentasiery, $50,000 cash required. 
FUR TRADE REVIEW 
342 Madison Avenue, New York City 
Ask for Mr. Lawrence: 
VAnderbilt 6-5555 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 
fine point of purchase displays has = 
ings for a few top notch representatives 
in some very desirable territories. 
This is for exclusive territorial arrange- 
ment. Salesmen must be creative, experi-— 
enced and should have a following. Liberal | 
commission basis. } 
KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


She has 
BRAINS and BEAUTY 


said an art director who has worked 
with the imaginative, free-lance styl- 
ist, decorator and fashion consultant 
who is the subject of this ad. She has 
dressed sets and models for live and 
film television; staged fashion shows, 
ress parties and store promotions; 

ows where to find an Emperor's 
nightingale or a diamond stomacher; 
her work for top gat has 
appeared in leading publications; 
member of the American Institute of 
Decorators; former Powers model; 
highest references as to character, 
reliability and integrity. If interested 
in interviewing this intelligent, expe- 
rienced, mature woman, who now 
seeks a permanent association with 
an advertising agency, studio or man. 
ufacturer in New York, write Box 464, 
Advertising Age, 801 Ave., 
New York 17, N. Y. 


Floyd Webb, formerly a_ free 
lance artist, has been appointed ad- 
vertising director and designer for 
Blum’s Inc., San Francisco confec- 
tioner. 


Westinghouse Promotes Two 


The appliance division of West- 
inghouse Electric Corp., Mansfield, 
O., has promoted Frank A. Low- 
ery, major appliance factory rep-| 
resentative for the division's east- | 
ern district, to merchandise man-| 
ager of dishwashers and food waste | 
disposers. W. M. Sayre, headquar- | 
ters representative for the water | 
heater and kitchen utilities sales 
department, has been named mer- 
chandise manager of water heat- 
ers. 


Conner Joins Comstock & Co. 
William L. Conner Jr., formerly 
coordinator of industrial advertis- 
ing for the advertising division, 
Radio Corp. of America, has been 
appointed to the executive staff of 
Comstock & Co., Buffalo agency. 


_U.S. Rubber Drives in S. A. 


The international division of 
'U.S. Rubber Co., New York, has 
/begun a promotion in Central and 
| South America to boost its Fisk 
\tires. Newspaper ads will appear 
‘in both English and Spanish, and 
/will capitalize on the trademark 


‘of the small boy with a candle, and 


CHEESE TEST—Kraft Foods Co. hopes to 
have its sliced Swiss cheese, packaged like 
this, ready for national distribution late 
this spring. Meanwhile, it's being test mar- 
keted in Miami, Washington, New Orleans, 
Philadelphia and Baltimore via newspapers 
and TV. J. Walter Thompson Co. is the 
agency. 


the slogan, “Time to Retire,” for 
institutional benefit. Robert Otto 
& Co., New York, is the agency. 
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Staples to Ad Associates 


George M. Staples, previously 
|with Mullican Co., Louisville, has 
been appointed v.p. of Advertising 
Associates, Louisville agency. 


You Never Go Wrong When 
You Test Your Product in 


THE PEORIA 
JOURNAL STAR 


Every survey made by Sales Management has 
shown Peoria to be the overwhelming choice 


of leading advertising authorities for test cam- 
paigns, Among many reasons given for their 
preference were the following: 


1. An isolated and 
prosperous market. 

2. Balanced yearround 
income from  in- 
dustry and = ari- 
culture, 

3. Not overshadowed 
by other metre- 
politan cities 

4. Concentrated and 
thorough coverage 
at low rate 

5. Complete mer- 
chandising service, 


WRITE FOR YOUR 
COPY OF PEORIAREA Gavin’. suMMERS 
Manager of General 


MARKET FOLDER 


Advertising 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all, principal advertising centers 


'S. most-copied program 
makes news again! 


Now... 
LIVE COMMERCIALS 


on WPTZ’s “Hollywood Playhouse’’ 


THREE 


YEARS AGO— March 20, 1950 


—WPTZ dared to launch Television's 


first daily, full-length movie in the 


afternoon... “Hollywood Playhouse”. ‘The industry 
was skeptical—until the ratings poured in to show the 


overwhelming popular 


ity of this dramatic departure 


in Philadelphia, which has since been copied up and 


down the land. 


Now WPTZ makes news again, introducing live com- 


mercials on “Hollywood Playhouse”! 


Jane King, who for 2 years has been showing WPTZ 


*Call u 
your n 


NBC 


TV- AFFILIATE 


Sales representative, 


Jane King, well-known WPTZ Home Economics 


expert shows a sponsor's product in action, 


fans that Home Economics doesn’t have to be deadly, 


will now bring your product to life for the 200,000 


(or more) daily viewers of “Hollywood Playhouse”’. 


She’s talented, trained, and 


popular. Your product 


will have a new personal appeal when she shows it 


“live”, And your participation 
every penny you spend! 
You'll really own the Philade 


“Holiywood Playhouse” every 
Friday, from 1:00 to 2:00 p.m 


delivers 15 viewers for 


* 


‘Iphia market if you use 


day, Monday through 


. Or buy participations 


on this feature in combination with other spots to 


earn the enormous bonus made possible by WPTZ's 


sensational 45-12 Plan’’. 


Have you heard about this new way to economy in 


TV commercials ?* 


s at WPTZ, or see 
earest NBC Spot 


FIRST 


PHI 


WPTZ 


IN TELEVISION IN 


LADELPHIA 


CHANNEL 3 


1600 Architects Building 
Philadelphia 3, Penna. 
Phone LOcust 4-5500 
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Casey, Brown to Biow Co. 

John Casey, formerly with Mc- 
Cann-Erickson, New York, and 
Douglas Brown, formerly with 
Compton Advertising, New York, 
have joined the creative staff and 
media department, respectively, oz 
Biow Co., New York. 


Koehler Heads Le Roi PR 

Richard H. Koehler, since 1952 
advertising and sales promotion 
manager with Le Roi Co., Milwau- 
kee maker of engines and tractors, 
has assumed responsibility for the 
company’s public relations pro- 
gram. 


Candy Shops to Rumrill Co. 
Fanny Farmer Candy Shops, 
Rochester, N. Y., candy manufac- 
turer, has appointed Charles L. 
Rumrill & Co., Rochester, to handle 
its advertising beginning Sept. 1. 
J. Walter Thompson Co., New 
York, is the present agency. 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 

$156,101,600 Effective buying 
income 

$109,128,000 Retail Sales 

Quality of market index 124 

Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Natiqnally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in-all principal advertising centers 


‘Farmers Are Shifting 


from ‘Homemade’ to 


} 
| 


‘Store-Bought’ Food 


| Topexa, April 8—The trend on 
‘the farm, according to Capper’s 
Farmer, is away from preparing 
and canning one’s own food and 
toward buying at the nearest su- 
permarket. This should be good 
‘news to the food industry, which 
‘can contemplate an opening mar- 
‘ket of 23,000,000 farm people. 
The publication points out that 
52% of the nation’s big volume 
grocery stores are located in areas 
with a population under 25,000. 
The conclusions reached by 
Capper’s Farmer are based on a 
survey conducted among 1,503 of 
its subscribers, representing 35.7% 
returns of a mailing to every 300th 
name on its subscription list. 


s Victor Hawkins, research direc- 
‘tor, attributes the change to big- 
ger farm income, changes in the 
types of food bought by farm fam- 
ilies (as they become more edu- 
‘cated in nutrition needs, for ex- 
‘ample), the stopping of food pro- 
‘cessing in farm homes because it 
lis more profitable to devote the 
‘time to other farm activities, and 
‘the decrease in production of food 
‘for home consumption. 
| Some samples of the survey’s 
| findings: 

Of those answering, 99% serve 
some kind of breakfast cereal; of 


throughout the country 


ON TOUR—Hercules Powder Co. has just put on the road its new Mobile Lacquer 
Information Center, a 35’ trailer fitted as a traveling display and application labora- 
tory to show recent developments in lacquer techniques. it will visit lacquer plants 


to give demonstrations. 


these, 97% 
cereal, 99% 
and 30% buy combination pack- 
ages of ready-to-eat cereals. 
Other items in heavy demand 
among the group are peanut but- 
ter (89%); salad or cooking oil 
(50%); margarine (50%); roll 
toilet paper (96%); sliced bacon 
in packages (59%); canned lunch- 
eon meats (51%); raisins (92%); 
canned pineapple (89%); canned 
soups (86%); canned corn (65%); 
canned peas (75%); packaged ice 


serve cold breakfast 


Loud and clear in a larger 


than any other station in the na- 
tion, KFYR booms your message 
to the North Central states’ richest 
farm region ... plus saturationof .—- 
the nation’s newest oil discovery, 
the Williston Basin. OIL and 
AGRICULTURE combine to make 
the KFYR market one of the 
country’s richest and fastest grow- 


ing buying areas. 


Get TWO .. . for the price of 
one. Coverage where coverage — 
counts—coupled with highly 
profitable listener loyalty — over 
KFYR, Bismarck, North Dakota. 


KFYR...... 


area 


Gee Pop, theye got 
oil and 6 big cash 
farm income, too. 


@ Represented 
by JOHN BLAIR 


Well son, | always thought 
Texas was big... but take 
4 look at that KFYR-land 
vp in North Dakota 


N. DAK. © NBC AFFILIATE e 550 KC 5000 WATTS 


hot breakfast cereal | 


cream (84%); cheese in branded 
packages (75%), and cream cheese 
(54%). 

In addition, the report contains a 
complete breakdown of the find- 
ings in terms of brands preferred, 
and how many chose each brand. 


Brooke, Smith Names Roeder 


Michael Roeder has been ap- 
pointed media buyer for Brooke, 
Smith, French & Dorrance, San 
Francisco, for all accounts except 
that of Goebel Brewing Co., which 
is handled by Doris Williams, who 
also will continue as head of the 
accounting department. Mr. Roe- 
der succeeds Mildred Wren, who 
has joined Botsford, Constantine 
& Gardner. 


Two GE Departments Merge 

Two General Electric Co. de- 
partments—Monowatt, at Provi- 
dence, R. I., maker of electrical 
equipment, and the wiring device 
department in Bridgeport, Conn.— 
have merged into a new depart- 
ment called the wiring device de- 
partment. Headquarters are at 
Providence. Abe F. Warren, man- 
ager of Monowatt, is in charge of 
the new department. 


Brennan Gets Radio-TV Show 
Brennan Advertising Agency, 
Houston, has been named to handle 
advertising for the Big Jon and 
Sparkie radio and television show 
of Arthur-Sampson Enterprises, 
Cincinnati and New York. The 
show is seen and heard Saturday 


casting Co. network. 


mornings over the National Broad- 


SUI Pe NI a ah Sa trae - 


Advertising Age, April 13, 1953 


One-Fourth of TV 
Stations Owned 
by Newspapers 


WASHINGTON, April 7—The Fed- 
eral Communications Commission 
has reported that newspapers have 
a financial stake in about a fourth 
of the nation’s TV stations. 

The percentage is only fraction- 
ally higher than newspapers’ parti- 
cipation in radio. 

According to figures which the 
commission compiled for the House 
appropriations committee, news- 
papers are directly or indirectly 
interested in 86 of 355 TV stations 
which were authorized as of Feb. 
14. This figures out at 24%. 

Newspaper organizations are di- 
rectly or indirectly affiliated with 
556 standard broadcast stations, 
out of 2,449 authorized as of Feb. 
1. This is 22.7%. 


Bowen to American Gas Assn. 


Charles R. Bowen, formerly with 
the public relations and advertis- 
ing department of Prudential In- 
surance Co., Newark, has joined 
the headquarters staff of the Amer- 
ican Gas Assn., New York, as as- 
sistant manager of the New Free- 
dom gas kitchen program. 


Davis & Co., Hixson Merge 


Davis & Co., Los Angeles agen- 
cy, has merged with Hixson & 
Jorgensen, Los Angeles. It will 
function as a unit specializing in 
merchandising and advertising in 
food products. All key executives 
of Davis have joined Hixson & 
Jorgensen. 


Lang Joins Long Radio-TV 


Roy Lang, formerly in the radio- 
TV department of Foote, Cone & 
Belding, has joined W. E. Long 
Co., Chicago agency, as assistant to 
the radio-TV director. 


ROCKY MOUNT 


NORTH CAROLINA 


The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 

Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH. CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday ae 


ApvERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company ¢ Chicago °* Detroit * Atlanta * LosAngeles ¢ San Francisco 
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Advertising Age, April 13, 1953 Ad 
{ | Outdoor Life, and Popular Mech- rr 
Fram Adopts Travel anics for the men’s market, and if 
Films in TV Series Country Gentleman, Farm Journal Wanted: Current, Up-to-Date 
‘and Progressive Farmer to reach 
| Provipence, April 7—Fram|the farm consumers. | Market Data for AA Readers ‘ 
Corp., manufacturer A auto mi According to Van Sant, Dugdale The sixth annual Market Data Section of ADvERTISING AGE 
and oil filters, launche cos Se & Co., Baltimore, agency for Fram, | will appear in the May 11 issue. The idea is to bring together, 
television travelog over : e C | this is the most ambitious advertis- | in one place, all possible market data issued by advertising 
jnet y enter day. The trave ithe yg ing and merchandising program | media, trade associations and others. 
| tion, aired in oe! —". coast t0/ undertaken by Fram. The data will be described briefly, and classified by type of 
|coast, 1s my 0 va vacae- market or geographic area, thus providing a comprehensive in- 
| tioners to the highways ae ae 4 Alexander Film Boosts Four dex of all available market data in all fields. 
| boost to auto ~racorengs ag | Cliff Parker, northern division | Last year, more than 1,200 separate pieces of market data were 
RC ICTO R ing the 1953 ye aa sales manager for Alexander Film | listed in the section, and readers of ADVERTISING AGE sent in re- 
| John Cameron ene wad han Co., Colorado Springs, Colo., has | quests for nearly 37,000 individual pieces. } 
£ motions _mentator, and his oe y wr INE been promoted to general sales” Advertising media, associations, trade groups and others are 
_ tor pro pre-and Ra —~ Ris year tel —— : co 1. 7 Boggs: oo invited to submit market studies or compilations for inclusion i 
| gram r “ orthern divis ai€S | in this master list. There is no charge for such listings, but the k 
and premiums lar vacation — ie eeoeat oe soreets pot — oon | material must measure up to the following standards: "4 
land gr Phos ceanndiain. elias as been named assistant general | 1. It must be current. Nothing published prior to June, 1952, 
an ’ ; ong 
ee ee . sales Manager, also a new ost. | will be accepted. 
includes newspaper and bara Frank Clinebell, assistant sateen 2. It must contain market facts. Booklets or brochures which 
Want to coax a car to give ads, dealer promotion kits, and division manager, succeeds him. | contain media data only will not be listed. 
its own sales pitch? |outdoor space. 3. It must be available for distribution to advertisers and agen- NO 
__, McKinney Gets Account | cies, preferably without charge. If there is a charge, or other " has 
(© On the schedule are Collier's 3 ior Engineering and Supply | ©0ditions are attached to its distribution, this should be clearly rt - 
and The Saturday cent Post Co., Phoenixville, Pa. has named |_ Stated. j des 
for mass consumer coverage; Field Harris D. McKinney Inc., Phila-| 4. It must be received before April 15, 1953. poe 
‘& Stream, Mechanics Illustrated, delphia, to handle its advertising. | Market data material scheduled for publication before Sept. ' Piss 
1, 1953, will be listed in a “not yet published” tabulation, pro- ! 
| vided that a 50-word description of each such item reaches Cc 
| | ADveERTISING AGE before April 15. The description must include j 
| ‘| probable date of publication and any conditions attached to dis- 4 Oo 
| tribution. 
Rea Actual copies of all other material to be listed should be ad- } S) 
aceaweccectvanseere tease Of Course | dressed to the Market Data Editor, ADvEerTISING AGE, 200 E. 5 1 
Illinois St., Chicago 11, with any necessary explanatory notes. i 
Or sell cereal with a trip to Mars? , | é y i y ‘ jo 
g Co 
“idea” Victor There e A . : sal 
a gd er: | Loamium to Kastor, Farrell Dix & Eaton Agency Starts ad 
Custom Record Sales Division is bulg- t h T It | Loamium Co. of America, New| Dix & Eaton, a new agency, has tor 
, , as : York distributor of Loamium, Gro-| opened in the Euclid Bldg., Cleve- ' 
ing with exciting new sales promotion Ca C 0 | Plus and Kem-Kut, has appointed |land. The principals are John C. ; ne 
uses for records. ‘Kastor, Farrell, Chesley & Clifford, | Dix, formerly art and advertising . . 
| |New York, to handle its adver-/|service director for Industrial Pub- } E | 
A fresh, pew premium can put an | tising. lishing Co., Cleveland, and Henry “ai 
ae ‘ , F. Eaton, formerly editor of Flow tio 
extra kick in a promotion! A custom | Dunlap Named Publisher and Flew Guerterty, materials ing 
‘ : it r| Hearst Newspapers Inc., New | handling publications. ; Ap 
recording by RCA 7 with you | | York, has named Harry M. Dunlap a of 
special message can be a winner. Sound | ” that’s what makes this point-of-sale publisher of American Druggist. Glenn Advertising Moves bat 
il ee list. of i ; : He succeeds E. W. Timmerman,| Glenn Advertising, Fort Worth, pa; 
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NO FISH—A fishing equipment kit, which 
has “everything but the fish,” is being in- 
troduced by the Waltco Products division 
of Kleinzway Inc., Chicago. Designed to 
double as a store display, the kit is being 
made by Stone Container Corp., Chicago. 


Consumer Contest 
Opens Kelvinator 
Spring Sales Push 


Detroit, April 7—The Kelvina- 
tor division of Nash-Kelvinator 
Corp. will spearhead its spring 
sales drive with the biggest 90-day 
advertising campaign in the his- 
tory of the appliance manufacturer 
and a 5,424-prize contest for con- 
sumers. 

The campaign will extend from 
Easter to the Fourth of July. Na- 
tional schedules call for an open- 
ing four-color center spread in the 
April 6 issue of Life, then a series 
of two more spreads, 16 inside or 
back covers, 15 full pages, five %% 
page and seven half-page ads in 
American Home, Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping, Home Modernizing, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Parents’ Magazine, The 
Saturday Evening Post, Small 
Homes Guide, Sunset Magazine, 
This Week and Time. 


# Additional support will come 
from commercials on the “Welcome 
Travelers” telecast (NBC), radio 
and TV spots, dealer co-op mats, 
and store promotion material. 

Topping the prize list in the 
‘“Homemaker’s Holiday” contest 
are 24 cash awards of $1,000 for 
vacation money, four of which will 
be handed out every two weeks 
during the contest. 

Entrants must visit their Kel- 
vinator dealer for a demonstration 
of any product and then write a 
25-word statement on why they 
like it. 

Geyer, Newell & Ganger is the 
agency. 


Land O'Lakes Boosts Totten 


M. L. Totten has been promoted 
to sales director for Land O’Lakes 
Creameries Inc., Minneapolis. He 
formerly was sales and procure- 
ment manager for the cooperative’s 
22 branch offices throughout the 
nation. 


F. H. Faber Moves 

F. H. Faber Advertising Co., 
Minneapolis, is moving to larger 
offices at 2525 Park Ave. 


SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 
-MARKET 


Aubrey, Finlay Adds Four 


Aubrey, Finlay, Marley & Hodg- 
son, Chicago agency, has made four 
additions to its staff. They are John 
J. Rendla, formerly Chicago man- 
ager of Rapid Electrotype Co., pro- 
duction department; Jean Usher, 
previously editor and publisher of 
the Democrat, Brown County, Ind., 
assistant to J. P? Pancoast, produc- 
tion manager; Anthony Hilbert, 
formerly with Hotpoint Inc., art 
department, and Fred Wahl, who 
was with Applegate Advertising 


ment. 


Lawrence Appointed S.M. 

| Alfred W. Lawrence has been 
|appointed sales manager of Joys 
Bros. Co., Milwaukee awning mak- 
er. 


(| WFMY to Discontinue 


WFMY, Greensboro, N.C., has 
petitioned the Federal Communi- 
cations Commission for permis- 
sion to discontinue broadcasting 
April 19. Gaines Kelley, manager 
of WFMY and WFMY-TY, said 
discontinuance of the FM station 
is necessary because of “our grow- 
ing television operation.” The FM 
station has been operated for the 
past five years. 


Agency, Muncie, Ind., art depart-| Two Name W. S. Roberts 


Town Auto Rentals Ine. and 
Mount Vernon Automotive Parts 
Co., both of Philadelphia, have ap- 
pointed W. S. Roberts Inc., Phila- 
delphia, to direct advertising and 
merchandising. Town Auto Rentals 


will use national business publica- | 


tions. 


Kettlewell Appointed A. E. 


John Kettlewell has joined 
Cramer-Krasselt Co., Milwaukee, 
as an account executive. He for- 
merly was assistant to the general 
sales manager of Milprint Inc., 
Milwaukee. 


Thompson Heads Copy 

Robert P. Thompson has been 
promoted to copy chief of Kerker- 
Peterson & Associates, Minneapolis. 
He joined the agency in 1951 as a 
copywriter. 


Gile to Firestone-Goodman 


Chester A. Gile has joined Fire- 
stone-Goodman, Minneapolis agen- 
cy, as an account executive. He op- 
erated his own agency in Minne- 
apolis from 1939 until last year. 


‘Sun’ Names George Close 
The Las Vegas Sun has ap- 

pointed George D. Close Inc. its 

representative nationally. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


the chemical engineer is on ‘TV 


-COST 
The Salisbury Post 
Nothing Counts but Results | 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in al! principal advertising centers 


You won't see him but there's a chemical 
face on your television set .. . the phos- 
phor coating in the tube screen chat makes 
the picture possible. It made possible, too, 
another test for the chemical engineer's 
ingenuity ... in developing processes that 
brought these super-pure chemicals to 
full-scale production. 

An unusual sphere for the chemical 
engineer? Not at all! The needs for his 
talents are myriad . . . new products from 
sawdust, silicones, phosphates—a whole 
new chemical dictionary out of petroleum 
and coal — new profits from wastes 


a veritable wonderland of progress. And 
how fast it’s happened is best illustrated 
by the many chemical firms with 40 to 50 
percent of income from products that 
dian t even exist ten years ago, 


No phase of American living is un- 
touched by the magic of the Chemical 
Process Industries. As Life Magazine 
sail of the field... “it has scrubbed the 
modern world with detergents, doctored 
it with synthetic drugs, dressed it in syn- 
thetic textiles, cushioned it with synthetic 
rubber and adorned it from head to toe 
with gaudy plastics.” 


But what does this mean to advertisers? 
It means a market buying industrial 
goods and services at a rate of $39 bil- 
lion a year. It means a strong selling 
effort directed to the cl.cmical engineer. 
It means CHEMICAL ENGINEERING, a 
magazine whose very closeness to his 
buying power can build more sales for 
you. Are you making the most of it... 
to sell the chemical engineer, here in 
America’s fastest-moving market ? 
Chemical Engineerin 1g = (ABC+ ABP) 
A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 
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ABC Plans Coast Center 


American Broadcasting Co. plans 
to construct a $1,500,000 radio- 
television center on Golden Gate 
Ave., San Francisco. The center 
will house the ABC stations KGO 
and KGO-TV. 
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DAYTONA BEACH 
FLORIDA 


Florida’s Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


This Week in Washington... 


FTC Is Forgetting a Few Statistics 


By Stanley E. Cohen 
Washington Editor 


| Wasuincton, April 9—The Fed- 


eral Trade Commission made a 
mighty effort in its annual report 
for 1952 to convince Congress that 
it is struggling along with a lot 
less personnel than it needs. 

At the crucial moment, an un- 


1. Daytona Beach is an unusual test sung hero glanced back over the 


market; 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 


tourist larity. 
2. Over $98,723,000 effective buying in- 
come. 
3. Over $83,353,000 retail sales. 
4A gay market index of 127. 
5. 1951 total advertising 12,210,352 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. J. Ob ar. in Jack 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. -maintains:offices 


in all principal advertising centers 


its thousands of visitors records and came up with a 


Startling statistic: Despite 
creased responsibility and work, 
the commission has a smaller staff 
today than it had 35 years ago. 

| ‘The commissioners bought this 
Statistic sight unseen, and really 
rammed it home. 

| Since 1915, they told Congress, 


_ |the number of businesses in the 
| U. S. increased from 2,000,000 to 


| 4,000,000, and gross national prod- 
uct—in terms of identical dollars— 


| has tripled. 


IMPORTANT 


for National 


Advertisers 


and Advertising Agencies 


in-| 


“The advertising, which it is the 
commission’s duty to keep truthful, | 
cost American business about 
$200,000,000 in 1909; in 1951 it cost 
business $6.5 billion. 

“Meanwhile, the commission’s | 
staff has not grown but instead has 
declined. In 1918 the commission 
employed 689 persons, and in 1939, 
687, but as of June 30, 1952, it has | 
only 672 employes.” 
If FTC had looked behind that | 
1918 employment figure it would | 
have found a somewhat different 
‘state of affairs. In 1918, FTC was 
up to its ears in war work which 
|saved millions of dollars for the 
public by exposing excessive prices 
in defense contracts. 

Here’s what FTC’s annual report 
for 1919 says in the third para- 
graph of its introduction: 

“The commission feels justifiably 
proud of its claim that it was 
among the first of all independent 
arms of the government to de- 
mobilize its war forces and return 
to peace-strength basis. When the 
Armistice was signed on Nov. 11, 
1918, the commission had a person- 
nel of between 650 and 700 em- 
ployes. While it was impossible 
immediately to reduce this staff to 
a peace strength, notable reduc- 
tions were made from time to time 
as the work of the war grew light- 
er until on June 30, 1919, the com- 
mission had 367 employes.” 

Note to the commissioners: Sor- 
ry, fellows. It’s a good cause, but 
let’s keep the record straight. 

* e 2 
The House interstate commerce 


sumer credit restrictions. The com- | 
mittee chairman, Sen. Homer) 
Capehart (R., Ind.}, refuses to be 
diverted by Moscow’s peace offen- 
sive, and is pushing vigorously for | 
an arsenal of stand-by wage and | 
price controls, too. 

* - . } 

The White House is struggling to | 
regain the initiative in the tariff 
field by proposing that the exist- 
ing reciprocal tariff law continue 
for another year while Republicans 
hammer out long-range revisions. 

House ways and means commit- 
tee members put the administration 
in a box by scheduling hearings 
for April 22 on a tariff “ripper bill” 
sponsored by Rep. Richard Simp- 
son (R., Pa.) which seemingly ex- 
tends the program—but with spe- 
cial high tariff protection for 
petroleum, agriculiural products, 
metals and a host of other com- 
modities. 

Made to order for log-rolling, the 
Simpson bill is winning the support 
of a big House bloc. Majority lead- 
er Joe Martin (R., Mass.) and Sen. 
Robert Taft (R., O.) are support- 
ing the White House, but the dope- 
sters say the opposition has the 
initiative in the House. 

Some reporters believe the tariff 
fight is retaliation for White House 
bungling of the tax situation. 
House ways and means chairman 
Dan Reed (R., N. Y.)—House king- 
pin on taxes—feels he has been 
snubbed. Promotion of the Simp- 
son bill may be a warning that 
ways and means committee won’t 
be pushed around. 


Kudner Appoints Three 
Al Reibling has been named 
manager of TV and radio and Hank 


Ladd general supervisor of TV- 


radio productions for Kudner 


You are invited to secure complete basic 
details regarding money-saving methods we 
have developed to handle your 


committee is off to New York next Agency, New York. Both have been 
| week to see the electronic indus-| With the company for some time. 
|try’s new color TV system. “If the Gene gong | a gy ag a Kud- 
system i ” ,¢/ner as art director for television. 
\Welsorton Ik og ey - Charles |He formerly was with Ruthrauff & 


interstate Ryan 
commerce committee chairman, 


“the public may have color by) Brown Named Wyeth Ad Head 
Christmas.” 


Mass Mailings 
Literature, 


Of Advertising 
Premiums 


Mailings to Occupants’ Lists 


(In Canada “Householder Lists” ) 


These services are available throughout the United 


States and Canada. 


We function as your own Department . . . operate 
on a per-job basis to relieve you of burdensome labor, 
payroll, list maintenance and other details .. . perform 
more efficiently, faster, more accurately and with 


greater economy. 


For actual case histories and complete details re- 
garding this sales-making service please wire, write or 
telephone (state whether you wish information by 
mail or in conference with one of our executives — 


your office or ours). 


Wire ...write.. 


. or telephone NOW to get lined 


up for your °52—°53 planning. 


Advertising Distributors of America, Inc. 


NEW YORK 17 

400 Madison Ave. 

CHICAGO 5 

6214S. Michigan Ave. 

DETROIT 26 

834 Bagley Ave. 
PHILADELPHIA 47 

N. E. Cor. Broad & Washington Ave. 


HOward 8-9610 


PITTSBURGH 22 

243 First Ave. 
SAN FRANCISCO 3 

809 Mission St. 
LOS ANGELES 15 

1227 S. Olive St. 
CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. 


MUrray Hill 8-6500 
HArrison 7-0678 


WOodward 2-1174 


GRant 1.1100 


PRospect 3064 


Lakeside 2017 


GArfield 1-1066 


Serving some of the leading 
manufacturers throughout the 
United States and Canada 


The Justice Department’s new | 


anti-trust chief, 52-year-old Judge 
'Stanley N. Barnes of California’s 
superior court, is quoted here as 
critical of past anti-trust activity 
.as “politically inspired.” 


| One of his first jobs will be to| 


/thumb through the pile of pending 
'legislation. He inherits about 140 
cases. Early in the game he will 
have a chance to pass on a consent 


| posed in the hopes of closing its 
celebrated case. 


firms (Lever, P&G and Colgate). 


| 
‘important to television. One 


‘charges the International Boxing 
‘Club with conspiracy to keep 
|championship fights off the air. 
|The other contends that film firms 
illegally deprive TV stations of 
(16mm _ prints of recent feature 
| films. 

» e * 

The research and policy com- 
mittee of the Committee for Eco- 
nomic Development says it is pos- 
sible to cut government spending 
sufficiently to go ahead with tax 
|cuts during 1953. 

The report calls jor retrenchment 
in the defense department and the 
curtailment of services and bene- 
fits which the government provides 
for specialized groups. It singles 
out the $650,000,000 Post Office 
deficit, now covered by general 
taxation. 

_ “There is no justification for 
isuch a large drain upon the gen- 
jeral revenues,” the report says. 
\“The postal deficit should be 
greatly reduced by increased effi- 
‘ciency and, if it is necessary, by 
|higher postal rates.” 

* . a 

The Senate’s banking and cur- 
rency committee has decided to 
give the Federal Reserve Board 
stand-by authority to restore con- 


settlement which A&P has pro-| 
Other pending | 
cases involve du Pent, major oil | 
producers and the big three soap | 


Justice has two anti-trust cases | 


| Kenneth L. Brown, copy chief in 
the advertising department of the 
ethical drug division of Wyeth Inc., 
Philadelphia, has been promoted 
'to advertising manager. 


Advertising Age, April 13, 1953 


‘N. Y. Herald Trib’ 
Out with New Look, 


Narrower Columns 


New York, April 7—After sev- 
eral weeks of experimenting with 
the appearance of its sports and 
financial pages, the New York 
Herald Tribune today announced 
the whole paper will be redesigned, 
beginning tomorrow. One of the 
principal changes will be to cut 
column widths from 12 to 11.5 
picas, reducing page widths nearly 
an inch. 

The paper will make headlines 
shorter, giving them more air, and 
will use one caption instead of 
two with pictures. Editorial plans 
also call for “coordinating” re- 
lated news items. 

The paper took large space ads 
in this afternoon’s Journal-Ameri- 
can and World-Telegram & Sun to 
announce the changes. It said the 
innovations will make the Herald 
Tribune “easier than ever on the 
eye, easier to read relaxingly 
under all conditions where inches 
count—on trains, buses, subways, 
in offices, even in homes.” 


Denver Honors Miss Taylor 


Ann Taylor, advertising director 
for May Co.’s Denver department 
stores, has been nominated by the 
Denver Advertising Club as its 
entry for the Advertising Woman 
of the Year. The award is to be 
presented at the annual convention 
of the Advertising Federation of 
America in Cleveland, June 14-17. 


ELIZABETH 


NEW JERSEY 


One of the nation’s tep 50 industrial areas 
which is dominated by the : 


ELIZABETH DAILY JOURNAL 


There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 


Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 


- <a %: 


newspaper advertising force 
Th Ontario’s ee Oe 


e555 


f TORONTO DAILY STAR 1 


80 King Street West, Toronto, 
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_King Heads NBP Committee 
| Arthur F. King, president of 
King Publications, San Francisco, 
/has been elected chairman of the 
|= committee on circulation auditing 
2252 | practices of National Business 
|Publications. Rufus Choate, head 
% of Scott-Choate Publications Co., 
Tarrytown, N. Y., is vice-chairman. 


Club Advertises Advertising 

The Junior Advertising Club of 
Cincinnati has begun a year-long 
campaign to advertise advertising 
in an effort to interest young peo- 
ple in the profession as a career. 
Laird Dunham of Roy Madison As- 
sociates is general chairman of 
the campaign. 


Palm, Fechteler to Move 


‘ York 
SPRING COLOR—This ad, tying in with Mun- Pi Ste ol eS ni 


singwear's yellow rose promotion in Made- cutive and sales offices to its plant 


moiselle, was run March 12 in the Canton | cite at 85 Maple St., Weehawken, 
Repository by Stark’s, Canton retailer. N.J., on April 25. 


Munsingwear Hikes 
Its ‘53 National and 
Co-op Ad Programs 


‘Free Press’ Joins Group 

The Free Press, Nampa, Ida., has 
been elected to membership in the 
Inland Daily Press Assn. 


Wilkerson Forms Industrial Unit 


. W.. Wilkerson Associates, 
Philadelphia marketing consult- 
ant, has formed an industrial mar- 
keting department which will spe- 
cialize in the appraisal of new 
products, market development for 
new and old products, commodity 
and cost analysis, and selection of 
site locations. 


'years, the publication reports. | 


Chain Food Store Sales Gain | 


Sales of the nation’s chain food | 
stores were up 7.1% during Febru- | 
ary, 1953, compared with Febru- | 
ary, 1952, according to a regional | 
sales survey by Chain Store Age. | 
National food chain sales have | 
shown a steady percentage increase | 
each February for the past eight | 


LUxemburg 2-0466 
37 West 47 St. N_Y. 


THIS IS CHUCK PENDRAY—(Another W-G Salesman) 


Charles C. “‘Chuck"’ Pendray has been appointed Manager of our Detroit office after five years 
sales training under Jack Kent, now of our New York office. Earlier, Chuck was with General 
Motors, leaving that corporation to become a flier in World War II. Chuck Pendray is college 
trained, having majored in Advertising and Marketing. He has had circulation and sports writing 
experience. Chuck has specialized in automotive advertising, although also handling other lines. 
His delightful personality and persevering manner have made Chuck a good and effective sales- 
man. He, or any W-G salesman, will be glad to render you every help. Newspaper advertising 
gets results! Buy newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


oR. UD rer ee Plaza 5-7028 . Vhs MA 4065 OxeGEEE NEW YORK 
EE nts oc baehakeads 6 caves seaabe Superior 7-2485 . Heart .0Utt—CiY 
General Motors Building .................44655 yo.  -o aera DETROIT 
Statler Office Building ........ aadsoicdpeeates Liberty 2-5669 ... Sere 8T 

CS cs ccunsdnoaecenecevnadeehaens Walnut 1231 . eur ATLANTA 
Se PO SUUROGOUNE asc ixdousscccesbureqeaeenc _ Perea a. CHARLOTTE 
Russ Building ........... ‘a es Yukon 2-2-6028 ............655. SAN FRANCISCO 
Lincoln Liberty Building .............sssseesees EGS WORM occ ceases dcddter cane PHILADELPHIA 


MINNEAPOLIS, April 7—This year 
Munsingwear Inc., a major national 
advertiser in the textile field and 
a heavy user of cooperative adver- 
tising, is increasing its budget sub- 
stantially. 

Schedules for national advertis- 
ing have been boosted from 52 ads 
last year to 91 ads this year, an in- 
crease of 71%. There also will be 
an increase in the number of publi- 
cations used. 

Spurred by the belief that na- 
tional advertising does only half 
of the job, Munsingwear uses co- 
operative ads extensively, carrying 
half the cost of local newspaper 
ads by retailers. 

Last year the company cooper- 
ated with merchants in 4,533 ads 
in newspapers. In the first two 
months of this year, Munsingwear 
dealers used 1,149 co-op ads, and 
they are expected to go ’way be- 
yond last year’s volume. One of the 
largest tie-ins breaks with Mun- 
singwear’s color spread in the April 
Mademoiselle for its lingerie in 
yellow rose, this year’s fashionable 
color. A portfolio to 2,000 dealers 
explains the promotion. 


s 


t 


a A major market program of 
newspaper advertising and pub- 
licity, which the textile maker is 
rying in Cleveland, will continue 
for a second year on a test basis in 
that city. 

Roger Holt, the advertising di- 
rector, reports the program is pay- 
ing off in increased business. “We 
won’t move to another city until 
we’ve done the job in the first,” 
Mr. Holt says. 

Campbell-Ewald Co. is 
Munsingwear agency. 


the) 


Weekly Becomes a Daily 

Le Progres du Saguenay, Chi- 
coutimi, Que., a weekly, will be- | 
come a daily on Sept. 5. Le Progres | 
has installed a Teletypesetter, au-| 
tomatic typesetting equipment, in| 
preparation for daily publication. | 
It will be Quebec’s 12th daily pub- | 
lished in French. 


Haverhill Buying — 
Power means... 


More Profits 
for You! 


And in Haverhill, 
Massachusetts it’s the 
Gazette— 


A trading zone popu- Advertising Manager | 
lation of 104,479 with Gorse McLaughlin | 
retail sales over $53,392,000. You can’t | 
afford NOT to use the Haverhill | 


Gazette in your campaign. 
Request more facts—Nationally Represented by | 


WARD-GRIFFITH CO. 
The Word- Griffith Co! maintains offices 


mall prncipol advertising centers 
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EUS POS-OISPACH 


The leading St. Louis department stores sold the 
$200,000,000 department store market in 1952 by 
using 7,232,763 lines of advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


Circulation: Nearly 400,000 Daily, Over 450,000 Sunday 


= am 
You Get the 


“MOST 
When You Get-the 
eo i 


Sell the St. Louis Market the 
Way St. Louis Department Stores Do 


WATIOWAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Chicago 
Tribune Tower 
E. M. ROSCHER, Manager 


Florida 
311 Lincoln Road, Miami Beach, Fia. 
THE LEONARD CO. 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los An 
520 w Seventh St, 4 


Seattle 
603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 
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Nat'l Research Tries 
Loose-Leat Approach 
to Public Speaking 


Cuicaco, April 7—A _ loose-leaf 
file book approach to public speak- | 
ing is the contribution of National 
Research Bureau here. Its new 
Public Speaking Manual ($16.00, 
or $17.95 on instalment terms) 
starts with about 250 elaborately 
classified, tabbed and indexed 
pages containing everything from 
the most detailed elocutionary me- 
chanics to Sen. Richard Nixon’s 
famous “hound’s tooth” TV speech | 
of last September. 


® Add to this an impressive three- 
ring, 11x11%” leatheret binder, 
plus a thick supplement of work- 
sheets for organizing and prepar- 
ing talks, and you already have 
something of a Facts on File of 
practical speechmaking. In addi- 
tion, the user is encouraged to file 
his own “humor anecdotes,” open- 
ings, sample introductions and so 
on. 

Heavily emphasized are such 
special needs of business speakers 
as how to use the blackboard, when 
and how to distribute samples, etc. 
As a special feature, the editors 
have included special messages on 
“how they overcome nervousness” 
from 17 famous speakers, includ- 
ing Vincent Sheean, Sen. Charles 
W. Tobey, Lowell Thomas and 
Gene Flack. 


CROWELL PUBLISHES 


§ | S ‘THE AMERICAN WAY’ 

a New York, April 7—A series 

He alica of lectures given by Shepard B. 
p eee} Clough at various European uni-| 


versities has been published by | 
Weiss an ale ae fe; Thomas Y. Crowell under the) 
Wms sector aor eos title, “The American Way.” 
Wider ose eercn wnt pie. Subtitled “The Economic Basis 
of Our Civilization,” the 198-page 
book touches briefly on significant 
developments in industry, labor, 
agriculture and business in this 
country’s history. 

Author Clough, who is a history 
professor at Columbia University, 
points out that abundance of goods 
and services per capita has accom- 
panied or preceded the highest 
peaks of civilization in the past. 
| This country’s high standard of liv- 
|ing, he says, is the result of a com- 
| bination of factors which came 
| together in the right proportions at 
ithe right time, and promises to 
foster a higher culture. 

“The American Way” is avail- 
able at $3 a copy. 


q 


Lanston Stockholders to Vote 
on Absorption by New Firm 


Stockholders of Lanston Mono- 
type Machinery Co., Philadelphia, 


\W/; will vote on April 24 on its ab- 
ith a mass product, you buy mass markets. sorption by a — Mon we 
id- ica i . Lanston Industries Inc., New York, 
Mid-America is one — a mass market, dominated by which will also own Cuno Engi- 
farmers. You can’t sell Mid-America without farm neering Co., Meriden, Conn. If the 
f ili th . merger is approved, effective con- 
amilies, nor the magazine that concentrates on trol of Lanston Industries would 
them alone! be vested in Donner Corp., a 
holding company, which owns 85% 

of Cuno. 


C. Kenneth Baxter, president of 
Donner, and Harold R. Baxter, its 
v.p., would become directors of 
Lanston Industries, and Murray 
McConnel, president of Cuno, 
would be president of the merged 
company. Robert F. Nelson, pres- 
ident of Lanston Monotype, would 
head that division. 


Scintilla Boosts Rettberg 

Frank O. Rettberg, supervisor of 
service sales, has been promoted to 
advertising manager of the Scin- 
'tilla Magneto division of Bendix 
Aviation Corp., Sidney, N. Y. He 
succeeds Thomas Z. Fagan, who 
has been advanced to director of 
sales and service. 


| Williams Appointed A. E. 

Roger G. Williams, previously 
in the national advertising de- 
partment of the San Francisco 
Chronicle, has been named an ac- 
count executive with Merchandise 
|Factors, San Francisco. 


SoaGa 


Wien your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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Advertising Age, April 13, 1953 


Shock Treatment | 
Pays Off for Met | 


New York, April 7—Though the | 
shock technique used a couple of 
weeks ago to solicit contributions | 
to the Metropolitan Opera fund) 
paid off, there will be no repeat 
performance. 

Many listeners were shocked | 
when the Met suddenly halted in) 
the middle of the second act of. 
Tristan and Isolde to make a plea 
for money. However, most letters 
enclosed checks. In 10 days, 5,000 
contributed an average of $4 each. 

Metropolitan Opera spokesmen 
now say they feel they made a mis- 
take in stopping Tristan for a com- 
mercial. Actually, it was a refine- 
ment of a technique used on a Feb. 
7 broadcast of La Boheme. That 
day, the music (a recording) was 
stopped during an intermission to 
make an appeal for funds. It drew 
14,000 donations. 

Reaction to that “stop the music” 
approach was less pronounced. 
Perhaps sensibilities of Tristan 
lovers are more easily upset than 
those of the La Boheme devotees. 


Promotes Super-Pak Albums 


Winthrop-Atkins Co., Middle- 
boro, Mass., has embarked on a 
spring and summer promotion of 
snapshot packaging on behalf of 
its Super-Pak albums. The pro- 
gram includes four-color pages in 
The Saturday Evening Post and 
a complete kit of window stream- 
ers, cash register displays, stuffers 
and folders. F. P. Walther Jr. & 
Associates, Boston, is the agency. 


Ball Names Critchfield 


George J. Ball Inc., West Chi- 
cago, Ill., flower seed producer and 
marketer, has appointed Critchfield 
& Co., Chicago, to plan and carry 
out an augmented promotion. 
Schedules call for using home and 
gardening media in the fall. 


In CANADA 


THE STAR WEEKLY 


reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


CALLING ALL DUCKS—Testing his talent as a duck caller is Vern Mullen, advertising 

director of Miller Brewing Co. His critics are Jimmy Robinson (left), trap and skeet 

editor of Sports Afield, and R. R. Fowler, general sales manager for Miller. The 
brewer honored Mr. Robinson at a luncheon in Milwaukee recently. 
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Allen Will Press 
for New Equipment 
for PO Department 


WASHINGTON, April 7—Assistant 


Postmaster General John C. Allen) 
has assured ADVERTISING AGE that | 


he will press for the adoption 


of new equipment which is ex-| 


pected to reduce the cost of han- 
dling parcel post. 
He expressed appreciation for an 


AA article reporting that new par-. 


cel post handling methods devel- 
oped by industry and postal ex- 
perts have been gathering dust 
since last August (AA, March 13). 

The article was based on a let- 
ter from M. S. Stevenson, manager 
of transportation sales, Baker-Rau- 
lang Co., Cleveland, who estimated 
that the use of fork lifts and con- 
tainers trimmed carloading time 
to four hours, from the 8 to 12 
hours currently required. 


# At the time AA received Mr. 
Stevenson’s letter, postal officials 
said the adoption of the equipment 
required action by railroads re- 
sponsible for the loading cars, and 
also involved construction of new 
postal terminal facilities. 

Mr. Allen’s letter to AA was 
brief and to the point. 

After expressing his apprecia- 
tion, he said: “I, too believe that 
mechanization is a matter of great 
importance. I intend to pursue vig- 
orously every avenue that will 
produce a saving to the Post Office 
Department. I believe that the use 


jof fork lifts and containers will 


pay big dividends and I will see 
that the program does not bog 
down.” 

Mr. Allen comes to the depart- 
ment from Sears, Roebuck & Co., 
where he achieved nationwide rec- 
ognition as an expert on trans- 
portation costs and methods. 


Swank Sets June Promotion 


Swank Ine., New York manu- 
facturer of men’s jewelry, belts and 
| wallets, has planned the largest 
June promotion in its history. Pat- 
terned after the Christmas Gift 
| Shop, the promotion will feature a 
|retailer display which holds 12 
jewelry sets, and belts and wallets. 
The June Gift Shop will be fea- 
tured in a four-color spread in 
Life. Climax of the promotion will 
be a four-color page, stressing jew- 
elry sets, in Sunday rotogravure 
sections of newspapers in 39 cities. 
Alfred J. Silberstein-Bert Gold- 
smith Inc., New York, is the agen- 
cy. 


Walker Named McKinnon Head 


McKinnon Industries, St. Catha- 
rines, Ont., subsidiary of General 
Motors Corp., and maker of parts, 
assemblies and accessories for Ca- 
nadian-built cars and trucks, has 
promoted Edwin H. Walker to 
president and general manager. He 
succeeds Thomas J. Cook, who is 
retiring. Mr. Walker has been Mr. 
Cook’s assistant since 1951. 


‘Journal’ Promotes Wallen 


William M. Wallen, advertising 
representative in the Houston and | 
South Texas area for the Wall) 
Street Journal, has been promoted | 
to southeastern advertising mana- 
ger, a new post. He will maintain 
offices in Atlanta. 


GARY 


As reported in SALES MANAGEMENT Survey of Buying Power 
for 1952, among the 200 largest cities in the nation .. . | 


Gary ranks 26th for per-family effective buying income 
... 51st for per-capita effective buying income 
...72nd for total effective buying income 


... 73rd for population 


Whether you pick markets in which to advertise on the basis of 
population or buying power, or a combination of both, here is a 
market far above the average in sales opportunities when you 


advertise adequately in the 


THE GARY POST-TRIBUNE 


Gary's only newspaper 


The only medium you can be sure will deliver your advertising with 
sales-producing impact in this market. 


More than 95% coverage of families in the city zone, better than 


80% in the entire Gary Trading 


Area. 


Mere than twice the effective family coverage of all Chicago daily 
newspapers combined in this market, and no other medium claiming 
coverage in this area even approaches our audience in size. 


DON’T LET ANYBODY KID YOU! There is no substitute, absolutely 
no substitute for THE GARY POST-TRIBUNE for effective family 
coverage in this compact, prosperous and rapidly growing market. 


Metropolis of Indiana Industry 
Second City In The State 


(U. S. Census 1950) 


Additional 
Market Highlights 


Home of the world’s largest 
steel mills. Third |argest steel 
producing center in nation. 


Principal shopping center | 
for Lake and Porter counties. 
Populations total in excess of 
400,000. Total households 
113,276. (U.S. Census 1950) 
These counties offer a $713,- 
619,000 market. (Sales Man- 
agement 1952 survey of 
Buying Power) 


Population of Gary 133,911. 
Of city and city zone 167,661 
Total for retail trading area 
220,603. (U.S. Census 1950) 


National Representatives: 
BURKE KUIPERS & MAHONEY 
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Wis a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 5 
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TAKE YOUR PICK—Surrounded by five lovely models, repre- in Kelvinator’s ‘‘Homemaker’s Holiday” contest promotion. Mr. 
senting various U. S. vacation spots, Thomas J. King explains to King is sales promotion and advertising director of the Kelvinator 
Mrs. Margaret Girardin of Detroit how to win a free vacation division of Nash-Kelvinator Corp. (See story on Page 53.) 


CAMPAIGN STARTER—Log Cabin Bread Co., Los Angeles, a division of Interstate 

Bakeries Corp., is using its newly won Good Housekeeping seal of approval as the 

focal point of a six-week campaign. Roy Nafziger, Interstate president, accepts the 

official certificate from Frank Dupey Jr. (left), Good Housekeeping, as Dan Miner, 
Dan Miner Co., agency for Interstate, inspects the prize. 


LF 
The dines 0. 


FEMININE APPROACH—Amy Vanderbilt, 
author of the “Complete Book of Etiquette,”’ 
will assure readers of Harper's Bazaar, 
Town & Country and Vogue that the Nash 
Rambler is “appropriate for meeting the 


. : most distinguished guest.” Geyer Adver- Pic : 
READY TO RELAX—George H. Duffield (right), New England representative for delng le the qgenty fer the NashKelviae- For All the World to See 


Electrical Manufacturing, accepts the best wishes of L. C. Fletcher, president of Gage oe Cam, dial ° is ae ° °° 
p. division. Here is Inspiration - Beauty - Gracious Living 


Publishing Co., at a testimonial dinner marking his retirement. 


Here is the promise of o tifeteme of beouty ond pleosure. The Boldwin Grand 1s o symbol, o mork 
of distinction m ony home, singling it out os o place where quality ond enduring beauty 
ore the measure of valve. And @ Baldwin nm your home will meon even more 

than that — more than the toste ond apprecation of enduring quality 

it signifies. For the Buidwin, with its classic groce of design, its superb purity 

of tone, sets the standord in the world of music. Only with the Boidwin 

can you ond your family fully reclize the lasting joy, rore 

pride, and deep satitocton of owning the fines. 


Pe eRe Baldwin : 


The Word » Mow Wanted Smut Prare 


THE BALDWIN PIANO COMPANY, Cincinneti 2, Onio 


DUOERS OF BALDWIN GEARO FIAWOS + ACROSOME SP4ET FANQS + HAMILTON VERTICAL OND GRAND PANGS « Sal bwit ELEC TROWE CRGANS 


GRACIOUS LIVING—Baldwin Piano Co., Cincinnati, is suggesting its grand piano 
as “a mark of distinction in any home” in ads like this four-color page in the May 
House Beautiful. The New Yorker will carry smaller b&w versions on the same 


theme. Ruthrauff & Ryan, Chicago, is the Baldwin agency. 


Cr, 
Select from our 
Full range of colors, 


point styles and, Brices 


jane CAREER MAN—Jomes P. Dwyer (second from right), v.p. of Wil- jointly by the Advertising Alliance of Philadelphia and the Phil- 


liam Jenkins Advertising, Philadelphia, accepts the first annual edelphia Guild of Advertising Men. Sally Gibbons, president of PEN PICKER—This new display for Parker Pen Co., Janesville, Wis., has a concealed 


motor which automatically turns the pages of a simulated book, showing various 


in advertising who has contributed _ the alliance, and Melvin Feldenheimer, C. E. Howe & Co., presi- f > 
ee eee ee tre peers tn the field ten. Sellen dent of the admen’s guild, stand ready to congratulate Mr. Parker styles and reasons for buying Parker pens. It is being offered to deaiers 
Pollock, head of Julian G. Pollock Co. The award is offered Dwyer on the honor, with the word that it costs only 3.6 per month to operate. 
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True Story Women’s Group Challenges You... 


k On Ay Door 


in a wage earner neighborhood 


PR gE NL I SE LE ON ar 


oS 


ir. 
or 


Chances are 1 to 4 you'll find at least one major appliance 
bought during the past year 


That's natural. Wage earners today have more money to spend 
than ever before. They're spending it, too! Big!* 


Chances are 1 to 2 you'll find at least one reader of a great 
True Story Women's Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 

surveyed...served wage earners exclusively AS NO OTHER MEDIA 

HAS! Every story, every article, every feature in True Story Women’s 
a Group magazines is edited for wage earners — catering to their tastes, 
ay their needs, their judgment of what makes good reading. 


CIRCULATION i ty an a 


they spend — write for your copy of 


EF L AS Hi! AMERICA’S NEW BUYING POWER 
ANOTHER ee If it’s wage earners you want, turn to 
IN NEWSSTAND SAtES* 


4.444044 \ TRUE STORY Hones: cous 


(1st quarter 1953) 


«publisher's Estimole the market place of wage earner America! 


led 
jous 


oiers 


| MACFADDEN PUBLICATIONS » 205 EAST 42 STREET *» NEW YORK, NEW YORK « OFFICES: CHICAGO, SAN FRANCISCO 
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Advertising Age, April 13, 1953 


27 Merchandising 
Ad Campaigns 
Win ABP Awards 


Gimbel’s Katz Outlines 
Do’s and Don'ts for 
Effective Retail Ads 


(A full page of pictures of the 
winners appears on Page 72) 
New York, April 7—The fourth 
annual awards for advertising and 
public relations in merchandising 
publications conducted by Associ- 
ated Business Publications were 
presented to 27 companies and 
their agencies today. 
The first prize winners receiving 
plaques in seven divisions are: | 
Division 1 (to introduce new | 
products, new packaging or new) 
developments): Joseph Bancroft & | 
Sons, Wilmington, Del., maker of | 
special cotton and other textile 
fabrics. Agency: John Gilbert 
Craig Advertising, Wilmington. 
Division 2 (to promote product 
features and give product informa- | 
tion): Lily-Tulip Cup Corp., New 
York. Agency: Al Paul Lefton Co., | 
New York. 


| 
® Division 3 (to merchandise con- | 
sumer advertising to the trade): | 
Thomas Nelson & Sons, New York | 
publisher of bibles, medical and 
juvenile books. Agency: Batten, | 
Barton, Durstine & Osborn, New 
York. 

Division 4 (to link merchandise 
with seasonal promotion): Nation- 
al Turkey Federation, Mount Mor- 
ris, Ill. Agency: David W. Evans & 
Associates, Salt Lake City. 

Division 5 (to describe—and en- 
courage the dealer to use—sales 
promotion aids such as window 
display pieces, price cards, counter 
displays, etc.): De Beers Consoli- 
dated Mines Ltd., Johannesburg, 
South Africa. Agency: N. W. Ayer 
& Son, Philadelphia. 

Division 6 (public relations ad- 
vertising, including trade associa- 
tion campaigns, institutional ad- 
vertising, sales training, endorse- 
ments, policy announcements, etc., 
and all other advertising not cov- 
ered by the preceding divisions): 
Scovill Mfg. Co., Waterbury, Conn. 
Agency: Young & Rubicam, New 
York. 

Division 7 (multiple-page ad- 
vertising which makes the most 
effective use of three or more con- 
secutive pages in one issue): Ser- 
vel Inc., Evansville, Ind. Agency: 
Hicks & Greist, New York. 


a At the presentations during a 
program of the Sales Executives 
Club of New York, Michael K.'| 
Katz, senior merchandise manager 
of Gimbel’s, New York, and chair- 
man of the contest judges, cited a 
number of pitfalls that must be 
avoided if more retail buyers are 
to be changed from prospects to 
customers. Among these, he said, 
are “tricky headlines, involved fig- 
ures of speech, illustrations that 
have nothing to do with the manu- 
facturer’s products or objectives, 
and downright cuteness.” 

Drawing on the observations of 
the judges, Mr. Katz offered these 
further comments to planners, 
copywriters and artists: 

“1, Advertising in merchandis- 
ing papers must catch the eye, tell 
its story quickly, completely and 
clearly, and give the reader obvi- | 
ous incentives to take action. | 

“2. Ads most likely to be result-_ 
ful are simple and clear cut, pre-| 
senting their stories in an easy-to- | 
get way. 


heads and main copy. 
“4. Talking to the reader on his 
own level, not down to him, is all- 


important. 
“5. In copy and layout, ads 


should present their stories in log- | 


ical sequence: headline to picture, 
picture to copy, copy to request for 
action and, finally, the manufac- 
turer’s name.” 


® Certificates for awards of merit 
in each division went to: 

Division 1: Bolta Products Sales 
Inc., Lawrence, Mass.; agency, 
H. B. Humphrey, Alley & Richards, 
Boston. E. I. du Pont de Nemours 
& Co., Wilmington; agency, BBDO. 


‘Libby Glass division, Owens-Illi- 


nois Glass Co., Toledo; agency, J. 
Walter Thompson Co., New York. 
Division 2: American Radiator 
& Standard Sanitary Corp., Pitts- 
burgh; agency, BBDO, Pittsburgh. 
American Viscose Corp., New 
York; agency, Hirshon-Garfield, 
New York. Nicholson File Co., 
Providence, R. I.; agency, Ayer. 
Division 3: Aldon Rug Mills, 
New York; agency, Hicks & Greist. 
Blue Bell Inc., New York; agency, 
Ayer. Wellington Sears Co., New 
York, maker of Martex towels; 


agency, Ellington & Co., New York.| Division 6: Fedders-Quigan 
Division 4: Cannon Mills Inc.,Corp., Buffalo; agency, BBDO, 
New York; agency, Ayer. Lewyt Buffalo. A. Hollander & Son, New 
Corp., vacuum cleaner division; York; agency, Lester Leber Co., 
agency, Hicks & Greist, New York.| New York. McKesson & Robbins, 
Riegel Textile Corp., New York;! Bridgeport; agency, Ellington & 
agency, Hiram Ashe Advertising, Co., New York. 
New York. Division 7: Landers, Frary & 
Division 5: Lewyt vacuum divi- Clark, New Britain, Conn.; agency, 
sion; agency, Hicks & Greist. Miller Goold & Tierney, New York. Pabst 
Brewing Co., Milwaukee; agency, Sales Co., Chicago; agency, War- 
Mathisson & Associates, Milwau-| wick & Legler, New York. Venus 
kee. Pittsburgh Plate Glass Co., Foundations Inc., Chicago; agency, 
Pittsburgh; agency, BBDO, Pitts-| Herbert Baker Advertising, Chi- 
burgh. | cago. 


GRADE A 
MILK 
NO CANS... 
NO HANDS... 


From cow to cooler to 
tank truck—that's the 
latest thing in milk han- 
dling in Wisconsin, where 
farming is a billion dol- 
lar a year business and 
dairy products produce 
half of the total. 


WISCONSIN FARMERS’ BEST SOURCE 


OF INFORMATION IS 


your best selling medium! 


Wisconsin Agriculturist and Farmer carried the 
news of the new reapers and improved threshers 
back in 1850 . . . fought for better «gricultural 


schools in 1862... 


actively supported tuberculin 


tests for cattle in 1907. For four generations of dairy 
farmers the ‘‘Ag”’ is the publication the y have de- 
pended on ... more than any other. Bec: use it gives 


} 
| 
SS] 
| 


them the information they need . . . helps them 
maintain their position as the nation’s greatest 
dairymen. It’s hard to break a habit as strong as the 
““Ag’’ is with 9 out of 10 of Wisconsin’s best farm 
families. And hard to beat the ‘‘Ag’s” influence on 
their buying habits. That’s why it is such an effec- 
tive selling medium for its advertisers . . . for you. 


a ; 
“3. Type should be readable ae e 
t too small, with not too much VAIS CONSIN ricul UrIS 
aesanans Seated pa ee A N D FA R M E R 


DANTE M. PIERCE, Publisher, Racine, Wisconsin 
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Client Should Give 


Agency a Guarantee, | 
Forum Members Say | 


Puitapecpuia, April 8—Adver- 
tising agencies should ask for a 
guarantee from clierits. 

That was the consensus of agen- | 
cy men at a forum sponsored here 
last week by Eastern Industrial 
Advertisers at the Poor Richard | 
Club. 

In fact, two clients—Gil Miller, | 
advertising supervisor of E. I. du-| 
Pont de Nemours & Co., and Max 


Banzhaf, advertising director of ||% 


Armstrong Cork Co.—concurred, 
even though Mr. Banzhaf pointed 
out that his company has never 
had a contract with its agency. 


Jerome Gray, senior partner of | Be 
Gray & Rogers, pointed out that ff 


if the advertiser doesn’t spend | 
enough to make a profit for the 
agency, the latter should insist on 
it. 

“Any agency which handles an 
unprofitable account is endanger- 
ing the profitable ones,” he 
warned. “It is giving something 
for nothing, and it is worth just 
that.” 


e H. H. Kynett, head of Aitkin- 
‘Kynett Co., warned agencies not 
to attempt to tie up a client be- 
yond the point that the client wants 
to go. 

“The agency should make every- 
thing clear on what the agency in- 
tends to do and how the agency 
will charge for it,’”’ he cautioned. 

Advertising men also were 
warned not to try to promise man- 
agement more than they can de- 
liver. Men on the panel explained 
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PATCH WORK—Central States Theater 

Corp., Des Moines, took off on the Hatha- 

way shirt theme in this movie ad in the 

Tribune, Hastings, Neb. (It got “excellent 
results.’’) 


heart out of it the next.” 

Taking another tack, Mr. Gray 
said that any business whose prod- 
ucts are subject to change should 
not plan its advertising too far 
ahead and should plan cohesion 
between engineering and adver- 
tising. 

Sid Crane of Simmons-Board- 
man Co. also served on the panel, 
as did Rufus Choate of Scoit- 
Choate Publishing Co. Mr. Miller 


- 


that there are two kinds of ad-) 


vertising: the short-range, bar- 


gain type for immediate tangible 


results, and long-range planning, 
which is best for industrial ac- 
counts. 

It was generally agreed that five 
years is a good period upon which 
to plan an industrial campaign, 
in order to get a product estab- 
lished. 


s A company must have sufficient 
faith in results to agree to a long- 
range campaign, it was pointed 
out, because a company cannot 
expect a brief campaign to ac- 
complish miracles. 

Even where budgets are pre- 


pared annually, they can be made. 


flexible enough to work into long- 
range planning. 

Mr. Banzhaf warned that a com- 
pany “can’t run an advertising 
budget on a yo-yo. They can’t up 
the budget one year and cut the 


acted as moderator. 
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Chief Asset Is 


Specialization 


Lester Harrison Says 
Small Agencies Do Best 
with Smaller Accounts 


New York, April 8—Does the 
survival of small agencies depend 
on specialization? 

That possibility was suggested 
last week by Lester Harrison, head 
of the agency of that name, at a 
forum discussion sponsored by the 
League of Advertising Agencies. 

“Specialization can assume many 
forms,” Mr. Harrison said. “It can 
be for a particular industry—the 
book publishing field, or the resort 
field, or mail order. 

“Specialization can be a particu- 
lar phase of advertising—direct 
mail, for instance, or dealer helps, 
or syndicated operations. The pro- 
motional units of a small campaign 
help the small agency to make 
money. It is possible for the small 
agency to become as gifted, as 
adept, as sound, as the biggest 
agencies in one particular speciali- 
zation. 


= “It is true,” Mr. Harrison said, 
“that specialization limits the pos- 
sibility of growth. But it guaran- 
tees survival. 

“Perhaps the most successful 
small agency operation,” he con- 
tinued, “is the agency handling a 
tremendous volume of small bud- 


Dell to Boost Ad Rates 

Dell Publishing Co., New York, 
|will increase its circulation guar- 
/antee and its advertising rates next 
October for Modern Screen and 
the Dell Modern Group (Modern 
Screen, Modern Romances and 
Screen Stories). The guarantee for 
Modern Screen will be boosted to 
1,300,000 from 1,200,000 and rates 
will be raised 8.3%. The cost of a 
b&w page will be $3,425. The guar- 
antee for Dell Modern Group will 


‘be raised to 2,700,000 from 2,600,- 


000. Advertising rates will be 
boosted 3.8%. The new cost of a 
|\b&w page will be $6,050. 


KART, Denver, Bows 

KART, FM outlet, has begun 
broadcasting in Denver, operated 
| by Everet A. Bancker Jr. The sta- 
jtion plays nothing but classical 
| music, and presents art and liter- 
jary news. Advertisers are record 
| shops, art galleries, interior decor- 
|ators, clothing and furniture shops. 


get accounts with most of the copy 
appearing in business papers. Vol- 
‘ume of accounts is necessary in 
this type of operation because turn- 
over is frequent. Strangely, small 
agencies can make more money 
from small accounts because of the 
limited demands on the agency. 
“These are the types of accounts 
that do not require agency extras 
such as marketing, public relations 
and so forth. We can do a better 
|job for these accounts, we can do 
'it for less money, and we can make 
|a greater net profit. 
| Naturally, there is a pitfall. The 
‘small agency must watch out for 
| creats on small accounts. Many 
|small agencies became too hungry 
for business and found themselves 
| holding the bag for an advertiser 
who was hoping that his advertis- 
ling would bring him enough extra 
‘business so he could pay for his 
advertising. 


“Watch credits,” Mr. Harrison 


BELL SYSTEM TELEVISION NETWORK ROUTES, APRIL, 1953 
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e006 Connecting Facilities 


NETWORK—This map shows the interconnections of TV cities 
through the coaxial cable as it existed up to April. Incorporated 
into the map by AA are 10 cities which have been added since 


Amerson Neteghere ond Teleqrap Comper * Long \ nm Oepertment 


from the FCC in the 


January. On Page 60 is a two-color map showing almost all 
of the cities having television or which have received grants 


first round since the unfreeze. 


Network Gross 


Advertising Age, April 13, 1953 


Time Charges 


Source: Publishers Information Bureau 


NETWORK RADIO ‘ 
Feb. Feb. Jan.-Feb. Jan.-Feb. 
| 1953 1952 1953 1952 
American Broadcasting Co. ........ $ 2,538,663 $ 3,177,970 $ 5,213,285 $ 6,479,449 
Columbia Broadcasting System .... 4,670,089 4,788,507 9,826,493 9,949,904 
| Mutual Broadcasting System ...... 1,638,075 1,600,399 3,424,209 3,299,681 
| National Broadcasting Co. .......... 3,812,983 3,944,018 8,073,538 8,351,371 
Total ..$12,659,810 $13,560,894 $26,537,525 $28,080,405 
NETWORE TELEVISION 
American Broadcasting Co. ........ $ 1,481,032 $ 2,148,467 $ 3,085,924 $ 4,168,928 
Columbia Broadcasting System .... 6,744,928 5,103,043 13,874,154 10,177,686 
DuMont Television Network .......... 873,539 748,544 1,856,333 1,465,692 
National Broadcasting Co. .......... 6,820,529 6,813,549 14,378,977 14,072,856 
Total $15,920,028 $14,813,603 $33,195,388 $29,885,162 
NETWORK RADIO TOTALS BY MONTHS 
ABC CBS MBS NBC Total 
JOMUArY vrccceseeeee $2,674,622* $ 5,156,404* $1,786,134 $ 4,260,555 $13,877,715* 
February... 2,538,663 470,089 1,638,075 3,812,983 12,659,810 
WN. Nessisveianail $5,213,285 $ 9,826,493 $3,424,209 $ 8,073,538 $26,537,525 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC cBs DuMont NBC Total 
JGMUATY oc. eceeeceseee $1,604,892 $ 7,129,226* $ 982,794" $ 7,558,448* $17,275,360* 
February ............. 1,481,032 6,744,928 873,539 6,820,259 15,920,028 
WO ectinne $3,085,954 $13,874,154 $1,856,333 $14,378,977 $33,195,388 


*Revised as of March 31, 1953. 


New York, April 8—Well, this 
time Electric Auto-Lite Co.’s “‘East- 
ern Parade of Stars’’ telecast came 
off all right. Last night’s show, 
an annual event, featured Irene 
Dunne and was earmarked by pro- 
fessional skill notably lacking last 
year (AA, April 14, ’52). 

The telecast was heard over the 
CBS television network during 
Auto-Lite’s regular “Suspense” 
time. The annual show features 
makes of all autos which use 
Auto-Lite products. 

Ten leading car manufacturers 
participated in the telecast. The 
cars were shown by top company 
officials as an off-stage voice 
noted specific qualities. Film strips 
showing the cars in motion were 
inserted periodically. 


a The telecast also presented a 
salute to the women of the armed 
forces supported by Robert Merrill, 
the Peter Birch dancers and the 
Elliott Lawrence orchestra. 
Auto-Lite and the auto makers 


Auto-Lite Does a Professional Job, 
at Last, of Annual Auto Roundup Show 


got together for a barrage of pro- 
motion plugging the “Easter Par- 
ade of Stars” auto show. Auto-Lite 
is running general ads in most New 
York papers totaling 15,840 column 
inches. The company has spotted 
136 24-sheet posters around the 
city and placed upwards of 40,000 
smaller posters in public places and 
in the showrooms of dealers of 
participating car companies. 

“Suspense,” on radio and TV, 
has plugged the show for some 
time (AA, Dec. 8). 


= Car companies stepped up their 
newspaper advertising and ran an- 
nouncements on locally sponsored 
radio and TV programs. 

The show itself, running at the 
Waldorf-Astoria through April 9, 
was visited by nearly 100,000 peo- 
ple in the first three days, it is re- 
ported. Total attendance is ex- 
pected to reach 150,000. 

Cecil & Presbrey handles radio 
and TV for Auto-Lite and Ruth- 


rauff & Ryan all other media. 


urged. “Watch them carefully. One 
bad account can wreck 20 years of 
careful agency operation.” 


as “Find something in yourself, 
something you look for in your 
clients—a point of difference, an 
exclusive credo, a departure from 
the conventional,” 
| said. “Recome known for ideas, 
startling, even crazy ideas that, in 
one ad, can create a tremendous 
impact in the industry. 

“The one-man agency,” he said, 
“does well in the light of today’s 
|conditions. As soon as personnel 
is added, the problems begin. As 
long as personnel is productive, 
that is, chargeable to the client, the 
problems are small and not insur- 
/mountable. 

“The real problem of survival 
enters into the picture the day 
growth has reached a point where 
non-productive personnel must be 
added in order to service an ad- 
'vertiser properly. 


s “Small agencies must handle the 
types of accounts that do not re- 
quire services that cannot be 
billed,’ Mr. Harrison said. ‘This 
{means the types of accounts that 
recognize that production expenses 
are billable at a normal profit for 
ithe agency; accounts that realize 
that we can purchase the same high 
quality creative talent on a free 
lance basis as the big agencies can. 

“Small agencies must hire people 
who can double in brass. Their 
contact people must be copywrit- 
ers. Their copywriters must be idea 
men. Their art directors must be 
good package designers and have 


a feeling for merchandise. In short, 
everybody on the staff of a small 
agency must be an advertising 
man.” 


Mr. Harrison) 


| Frigidaire Hikes Promotion 


The 1953 advertising expenditure 
\of Frigidaire Products of Canada, 
Leaside, Ont., will exceed former 
appropriations by approximately 
$1,000,000. Magazines will absorb 
35% of the expenditures, 25% will 
go to radio and television, 24% to 
daily newspapers, and 16% to 
weekend newspapers. During 1953 
a total of 27 items will be intro- 
duced as against 16 in 1952. 


Blatz Sets Fair Trade Price 

_ Blatz Brewing Co., Milwaukee, 
in a move to end a current price 
war on beer sold for home con- 
sumption in Milwaukee County, 
has set a fair trade price on its 
brew. The company hopes other 
brewers will follow suit in an at- 
tempt to prevent some retailers 
from using a “bargain beer” as a 
loss leader. 


Brown-Forman Boosts Brown 
Robinson S. Brown Jr., secretary 
and director of Brown-Forman 
Distillers Corp., Louisville, has 
been promoted to sales manager 
of a new eastern region. The area 
includes New York, Connecticut, 
Rhode Island, Massachusetts and 
New Jersey. Mr. Brown will con- 
tinue his present executive duties 


Ramsdell Boosts Armstrong 

Nolly G. Armstrong, chief of the 
professional copy division with Lee 
Ramsdell & Co., Philadelphia, has 
been named account executive for 
several of the agency’s professional 
clients. 
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Illinois Weighs 
Placing 2% Tax 
on Graphic Arts 


SPRINGFIELD, ILu., April 8—Hear- 
ings on a bill to extend the so- 
called Illinois sales tax law to in- 
clude many service industries will 
be held by the state House of Rep- 
resentatives here next Wednesday 
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than the established retail rate. 
In all cases, the photographer | 


pay the tax to the state on the 
basis of those records. 

The bill is considered by state- 
house observers here to have 
great political appeal. There has 
been talk by the administration of 
a need to increase the sales tax 
rate to 3%; many members of the 
legislature would prefer to “spread 
the load.” Then, too; more money 
coming into the state treasury sel- 
dom is viewed with alarm by any 


would be required to keep a rec-_ 
ord of his sales of material and 


Sommers to Food Machinery | 


George R. Sommers, for ‘merly | 
with Syivania Electric Products 
Inc., Buffalo, has been appointed 
marketing director for the machin- 
ery divisions of Food Machinery 
& Chemical Corp., San Jose, Cal., 
maker of agricultural, food can- | 
ning and freezer equipment. 


Deslcom 06 keuls K. Frank | 


Doelcam Corp., Boston designer 
and maker of instruments for mea- 
surement and control, has appoint- | 
ed Louis K. Frank Co., Boston, to | 
direct its advertising. Industrial | 
and trade publications and sales 


PPEAR IN 23 KARAT GOLD 
without personal fill-in cost! 


Our personalized “pocket handies” answer 
your search for a silent salesman reminder 
they're sure to like aad use for a long 
time — at trifling cost to you! 
includes Automobile Travel and Expense 
Record, Golf or Bowling Record editions 
and sundry other val classifications 
—all with 3-year calendars on back cover. 
Just drop us a line — we'll have samples 
on your desk promptly, wherever you are! 


‘tHE Wlouile Mase vine’ 


STAR OF 


493 C Street, Boston 10, Mass. j 


state government. 


morning. The bill is H. B. 406. 
The bill has the backing of the 
state revenue department and 
would require printers, engravers, 
' artists and others heretofore con- 
sidered to be rendering primarily 
a service to pay a 2% tax on mate- 
rial sold as part of the service. 
Also to be considered at the) 
same time is another bill to clearly | 
exempt service industries from | 
paying the levy which in Illinois | 
is known as a “retailers’ occupa- 
tional tax.’’ Sales taxes as such 
are unconstitutional in the state. 


promotional material will be used. 
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~ ARGOSY is batting. 1 ‘popularity 
= The bill to tax service industries sa i id pealhie popularity et 
is regarded here as the result of a ith, reciclors one odver: tisers, alike, Only pint 
recent state supreme court ruling 7 8 
which broadened the class of busi- 
nesses considered to be of a retail 
character. The bill seeks to estab- 
lish that even when a service is 
performed on material—such as 
h; paint, photographic paper and 
metal in engravings—the material 
then is retailed, and thus subject 
to the tax. 

Opposition is expected from 
graphic arts trade associations and 
artists’ organizations, of course, 
but many other businesses also 
will probably protest the bill. More 
e objectionable to them than the 2% 

levy, which can be passed on to 
the customer, is the amount of 
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r ; record keeping which would be re- 
° \ quired. 
d | 
; s The bill states in part, “Although 
e , primarily rendering service when 
), ‘ serving his customers’ particular 
os needs, a person who is engaged in 
a the graphic arts, furnishing the 
ye materials required to fill his cus- 
| tomer’s order, also sells tangible 
0 ' personal property in the form of 
= finished pictures, photostatic cop- 
ies of documents, letterheads and 
— ‘ other graphic arts products. 
t, “That the tangible personal 
ll property which is transferred to 
Zz the user or consumer is a part of 
what he seeks in the transaction 
is indicated by the fact that such 
graphic arts products are usually 
= ordered by quantity ...and by the 
2 fact that the charge therefore 
or varies with, and in large measure 
ly is governed by, the quantity or- 
“-b i dered.” 
il 
to = This means that a photographer, 
to ; for example, would have to estab- 
3 lish a cost to the customer for 
- the paper upon which a picture 
appears. The bill provides three 
methods for determining the tax 
cost: 
1. He can allot the retail price 
n- of similar paper and charge 2% of 
y, that amount. 
its 2. He can charge 2% of the 
vd wholesale cost of the paper if it 
rs is not sold at retail. 
a 3. He can set his own price for 


the paper and collect a 2% tax 
on it, provided the price is not less 
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Plans Promotion Figurines 
Sebastian Studio Inc., Marble- 

head, Mass., producer of miniature 

figurines, has completed plans to 


add a development and manufac-. 


turing division devoted to the de- 
sign and manufacture of promo- 
tional figurines for commercial cli- 
ents. Prescott W. Baston, artist 
and sculptor, is president. 


WWVA, Wheeling, Names 3 


WWVA, Wheeling, W. Va., has 
promoted Paul J. Miller, assistant 
managing director, to managing di- 
rector. Paul A. Myers, program di- 
rector, has been promoted to as- 
Sistant managing director. Andrew 
Hofmann, sales representative, has 
been named local commercial man- 
ager. 


Gibbons Adds 2 to Statt 


J. J. Gibbons Ltd. has made two 
additions to its Toronto office staff. 
M. O. (Mel) Johnston, formerly 
account executive with the Tor- 
onto office of Ronalds Advertising 
Agency, has been named manager 
of the branch. Guy H. Gislason has 
— named senior account execu- 

ve. 


FREE BOOKLET 
“Courtesy Pays Off!” 
Write today—use 
business letterhead, 
please. 
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Because YOU “go along” 
with your mail, use 


OV 


WATERMARKED 


by 
Fox River 


*Cotton-fiber makes the finest BUSINESS, 
SOCIAL AND ADVERTISING PAPERS 


ba eR | 


Yes, you go along with your mail. Your 
signature is your seal of approval of the 
thoughts expressed, the typing, the print- 
ing. the paper .. . your signature says, 
“These represent me!” 

You are proud of your paper—it makes 
an impression when it is beautiful 
cotton-fiber “‘by FOX RIVER” — watet- 
mark of highest quality for 69 years. Cot- 
ton-fber means clean erasing, crispness 
that reminds you of a new dollar bill, 
strength that protects that just-typed look 
on your letter’s long travels. 

So you will know you are getting the 
best type of paper — cotton-fiber — we wa- 
termark those words in every sheet. Test 
FOX RIVER samples... ask your printer. 

FOX RIVER PAPER CORPORATION 

1131 S. Appleton St., Appleton, Wis. 
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Calavo Avocados Sell Well, and at Good 
Prices, Thanks to Changes in Ad Program 


higher and steadier prices—this 
year, thanks to two things done by 


'the Calavo Growers of California: | 


| 1. A substantial increase in the 
advertising and sales promotion 
' budget for Calavos. 
Calavo advertising. 

This year the Calavo crop is 20% 
smaller than last year, but, in the 
first five months of the selling sea- 
son, the volume of fruit delivered 
was nearly identical for both years. 
In spite of a general weakness in 
the over-all produce price struc- 
ture, Calavos have been selling at 
prices 8% higher than last year. 


s The importance of faster fruit 
movement lies in the fact that sales 
have kept pace with fruit maturity. 
In other years, a much larger pro- 
portion of the crop has been sold 
during the March-May period, his- 
torically the time of greatest con- 
sumer demand. However, prices 
have declined as volume grew. One 
of the reasons is that fruit quality 
tends to deteriorate toward the end 
of the season. 

These results are credited to the 
expanded advertising and sales 
promotion program, and strategjc 
changes and additions to the pro- 
gram. The bigger budget was ob- 
tained by increasing from 4.9¢ to 
9¢ the per flat assessment on 
the 4,500 grower-members of the 
Calavo Growers of California, a 
cooperative association. 


s A new theme, “Lift meals out of 
the ordinary,” was adopted. Six 


Los Ance.es, April 7—Calavo) 
avocados are selling faster—and at 


2. Intensive merchandising of 


markets were selected for special, | 


concentrated promotion, based on 


a successful one-market test last. 
year. In these markets, a combina- | 


tion of newspapers, radio and tele- 
vision was used on a local basis. 
In other markets, depending on 


the local situation, one medium, or | 


various combinations of the three, | 


were employed. 


j 


In the expectation of larger | 


average crops to come, and to help 
stimulate current sales through 
support of local programs, a na- 
tional campaign was _ instituted. 
This consisted of two half-page, 
full-color ads in The American 
Weekly, in the Feb. 15 and March 
15 issues. This schedule is in addi- 
tion to the use of store distributed 
magazines such as Family Circle 
and Woman’s Day, which have 
been used in past years. 


@ When the schedules had been 
set up, they were merchandised 
intensively “to get every bit of 
benefit that could be derived from 
it,” according to George Hodgkin, 
manager of the co-op. He says the 
importance of this part of the pro- 
gram cannot be overstated. 

In reporting to the co-op’s mem- 
bers, Mr. Hodgkin said that “no 
one will deny that advertising pro- 
duces results. Those results, how- 
ever, are extended and multiplied 
many times over by merchandising 
the advertising, as well as the ac- 
tual product, to the people who 
eventually deal with the ultimate 
consumers.” 

The most discussed part of the 
program, he said, has been the 
use of The American Weekly, a 


CONSUMER 


upon your request. 
interested. 


RIDDER-JOHNS, INC. 


Now Available 


ANALYSIS 


The St. Paul Dispatch-Pioneer Press Consumer 
Analysis, a study of buying habits and brand 
preferences of the St. Paul Market, will be sent 
Write Consumer Analysis, 
Dept. B, or contact your Ridder-Johns representa- 
tive. Please list classification(s) in which you are 


New OM PP ert bh 
“Sa Pioneer ress 


; 


desirable emphasis in that it pro- 
vides the prestige of national ad- 
vertising. However, he feels this 
enthusiasm should not becloud the 
perspective of the whole program. 
In total dollars invested and in di- 
rect results, the local phases of 
the program are considered major. 


s On this subject, it is believed the | 


local push does the job right now. | 
Although the national advertising | 
supplements local promotion, it is | 
considered more long range. 

Merchandising of the program) 


began in November with a direct) 


mail campaign to dealers telling | Pittsfield, Mass.., 


them of Calavo plans. Local news- 
paper ads started running in major 
market cities during December. 
Simultaneously, food page editors 
were furnished recipes and nutri- 
tional information. Trade paper 
ads told dealers about the cam-| 
paign. | 

In January, Calavo field repre- | 
sentatives began calling on whole- 
sale and retail produce buyers to 
tell them about the over-all pro- 
gram and push for support of The 
American Weekly ad in February. | 
American Weekly representatives | 
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participated in many of these calls, 
and made many of their own. 


. A special merchandising pre- 


sentation prepared by The Amer- 
ican Weekly was used. This was 
initially shown to the Calavo sales 


‘organization at five divisional 


meetings conducted by the publi- 
cation’s merchandising staff. To 
encourage week-long displays, the 
presentation pointed out that the 


ads showed how to use the prod- 


uct, gave recipes, and was idea- 
selling as opposed to price-selling. 
Display material included a full- 


‘| color banner showing four specific 


uses of Calavo avocados, Calavo 
reproductions carrying out the 


| general themes, recipe pads for the 


avocado uses shown on the banner, 


' window streamers, a “story of Cal- 


/avo” pamphlet, and reprints of 
|The American Weekly ads. 


. A notable result of the mer- 
chandising presentation was the 
placement of displays in many 
‘chains and independents which 
| previously would not use them. 
|Similarly, retailer advertising of 
'Calavo avocados was greatly in- 
|creased over previous years. 


| The final word on the merchan- 


|| dising of the program is that sales 


were stimulated on the strength of 
advertising that had not yet ap- 
peared; this momentum is continu- 
jing, according to Mr. Hodgkin. 


| 


Carson-Roberts Adds Unit 
Carson-Roberts, Los Angeles 
agency, has added a special events 
department to handle coordination 
and production of sales forums, 
fashion shows, conventions and 
trade meetings. Cy Schneider has 
been named research and contact 
head for the new department. 
Jeanne Collar, formerly assistant 
advertising manager for Cole of 
California, will be fashion director. 


Group Names Ad Bureau 

The Berkshire Hills Conference, 
group of hotel 
has named Advertising 
| Bureau Inc., New York, to handle 
\its advertising. 


| owners, 


Card, 


PROBLEMS ¢ 


Busi 


The Hill Business Card Purchasing 
Plan eliminates errors and delays in 
ordering—designed for the conven- 
ience of busy executives like yourself. 


fr r.onHILLane. 


270A1 Lafayette St., NYC 12 


, 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, 


ILL. WA 2-8816-7-8 
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Department Store Sales... 


Strong Easter Sales Boost ‘53 Gain 


WaAsHINGTON, April 7—U. S. de-| 
partment store business during the 
week ended March 28 continued at | 
the fast pre-Easter pace of the) 
preceding month, according to the 
Federal Reserve Board. 

Sales for the week were 11% | 
higher than a year ago, while for | 
the month ended March 28 the in-| 
crease was 12% over the 1952 pe- 
riod. 

The board warned that about 
4% of this March sales inflation | 
was due to Easter’s being a week 
earlier than last year. A corre- 


‘DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


Week to Mar. 28, ’53*.p112 
Week to Mar. 29, ’52*..101. 
Week to Mar. 21, ’53*.. 
Week to Mar. 22, ’52*....94 
Week to Mar. 14, ’53*.. 
Week to Mar. 15, ’52*....90 


*Not seasonally adjusted. 
pPreliminary. 


deflation could be ex- 


sponding 4% 
pected in the month of April, it) 
said. 


# Whether this worked out or not, 
the fact is that the powerful March 
sales boom hiked the big retailers’ 
1953 sales showing (for the first 
13 weeks) to 6% above the cor- 
responding period of 1952. This 
compares favorably with the Jan- 
uary-February increase, which 
was 2%. 

For the March 28 week the sales 
boom was well distributed, with all 
but four Federal Reserve districts 
showing gains of 10% or more, 
and only one—the New York dis- 
trict—showing no gain at all. 


% Change from ‘52 
Week 
Ended 


Federal Reserve District, Jan.- Mar. Mar. 


Area, and City Feb. 21 28 
UNITED STATES ............ 2 16 11 
Boston District ................ 3 19 6 

Metropolitan Areas 
New Haven .................... —-9 19 10 | 
Lowell-Lawrence ........ 12 il 18 | 

Cities 
Downtown Boston ...... 2 15 8 | 
:.. ae 1 14 in| 
ProviGeNnce ..........00.00..0+ 0 27 9 

New York District .......... —5 rio Oo) 

Metropolitan Areas 
ss ee 2 12 6. 
EE Sedstrsivsecdoestintio 4 19 8 | 
es | 8 ri3 14 | 

Cities 
New a davecveatesurareessese —9 rg —3| 
| eT —2 ril2 2) 

Philadelphia District .... 1 riz 6 
ty | 
Philadelphia ................... —2 ril2 3) 
Cleveland District .......... 1 17) 13) 


Metropolitan Areas 


pO” |) 0 8 19) 
Cincinnati 6 21 21 | 
Columbus 8 10 18 | 
i re 5 20 8! 
esr —1 14 12 

Cities | 
ne —2 17 13 | 
I sin coc oinsbuestvas —2 13 6) 

Richmond District .......... 3 rit 8) 

Metropolitan Areas | 
{Lee —1 riil 9) 
Baltimore ............ 1 14 7 

Atlanta District 7 rif 14 

Metropolitan Areas 
Birmingham .................. 4a 5 19 
Jacksonville ................... 6 17 —l 
(222 10 26 17 
CO eee 2 18 10 
fa 5 12 sd 
New Orleans sintitante 6 —8 9 
ES 11 29 18 

Chicago District 1 16 15 


Metropolitan Areas 


ED diets cicaiceiseiensountons — 12 14 
Indianapolis . 22 11 
ee 18 20 
Milwaukee .......... 12 9 


St. Louis District ...... 
Metropolitan Areas 
Little Rock 
Louisville 


CNwN SoocuUDW 
-_ 
J 
= 
- 


St. Louis 19 16 

Memphis ...... 16 19 
Minneapolis District . aa 35 19 
Metropolitan Areas 

Minneapolis-St. Paul. —4 35 19 

Minneapolis City ...... —5 35 19 

Se, TN Ge sewceceeccnsse 0 36 20 
Cities 

Duluth-Superior ..........  —1 30 18 
Kansas City District ..... 2 #19 12 
5 on anal Areas 

Denver ........... shes 1 26 11 

Topeka ... ~4 11 26 

Wichita pestinidenadion 0 11 18 

is IE, kettrcsnteencencs 40 8 

Oklahoma City nieiioaien 3 7 9. 

Fle  ccoorerrevscveveeveseveveesoveer 7 6 9) 


City | 
po | re 1 18 10 | 
Dallas District .................. . 16 | 
Metropolitan Areas | 
ll A oe ae 3 13 21) 
f ae 11 39 5 
Fort Worth 1 7 8) 
Houston ........... 9 10 29 
San Antonio 2 3 7) 
San Francisco District .. 7 4 10 
Metropolitan Areas 
Los Angeles .................. 5 6 10 
Downtown Los 
, eee —2 3° 
Westside Los 
/ eee 3 a 9 
BE ID: iicesturenslectnssness 0 2 4 
San Francisco-Oakland 5 + 12 
Sar Francisco City 5 0 6 
Oakland City 4 13 21 
a 11 22 12 
Salt Lake City .... 8 9 23 
i a + ll 6 
ENED sidicroiienscsishbindabone 13 4 ® 
r—Revised. 
*Data not available. 


WABI Promotes Gorman | 


Lee Gorman has been promoted | 
from general sales manager to) 
| general business manager of WABI 
and WABI-TV, Bangor, Me. | 


—_—— 


in the Oregon Country... 


for SALES ACTION 


use Portland's only home-owned newspaper 


the JOURNAL 


PORTLAND'S PROVED EVENING nen 


_— Get all the facts from 


Coverage 


e WHERE you want it 


REYNOLDS - FITZGERALD, Inc. 


Ever hear of this best seller? 


In 1947, the editors of SUCCESSFUL 
FarminG compiled “A Better Living 
_ from Your Soil”. ..a110 page book of SF 

authoritative articles on soil conservation, 
fertility increase, and higher crop yields. 


Priced at $1, the book was an instant 
success... was subsequently revised and 


reprinted. ‘The current edition, the sixth, 
has been expanded to 136 pages. Sales 


have passed the 400,000 mark 
still climbing! 

This best seller appropriately enough 
is bought by the nation’s best farmers! 


The post-war revolution in farming 


has made agriculture the country’s most 
rapidly developing industry. 
of billions... bulging checkbooks, record 
savings (nd expenditures. 

Today's best farmer is mechanized, 
has big i. vestments not only in land and 
modern service buildings, but in every 
type of 1 .achinery and equipment which 
lightens labor, and increases efficiency. 

The {arm home has kept pace. Farm 


families are building homes, remodeling 


SUCCESSFUL 


and are 


..and made 
a major market with purchasing power 


and redecorating, adding new bathrooms 
and modern kitchens, floor coverings, all 
the major and small appliances, Farm 
family living is on a par with the highest 
suburban standards. 


Tus best market is best reached by 
SUCCESSFUL FARMING, which concentrates 
87°, of its 1,250,000 circulation in the 
fifteen agricultural Heart States with the 
best soil, best brains, highest yields and 
incomes. ‘The average annual cash farm 
income of the SF subscriber exceeds 
$10,000—64°% above US farm average! 

With deep penetration, influence 
based on more than a half century of 
service... SUCCESSFUL FARMING delivers 
maximum pressure in this most-missed 
market where general media give light 
distribution...is needed to balance any 
national advertising schedule... get top 
potential and profit from the national 
market! Call any SF office for full facts... 


Merepiru PussisninG Co., Des Moines, 


New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


FARMING 
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A Toddler Tops The Field 


Mind if we brag a bit? 


So far, in this second half of the 20th century, few if 
any feats in American publishing can hold a candle to 
the triumphs scored by what is now the nation’s num- 
ber one Saturday newspaper . . . the Chicago Daily 
News Triple Streak. Here are the vital statistics: 
Born ... March 3, 1951... the News Triple Streak 
arrived when Chicagoans’ weekends were widening 
to two full days of leisure. 


Editorial-wise, this new kind of Saturday newspaper 
met the needs of this new kind of weekend by ex- 
panding and enriching its contents to provide Sunday 
features on Saturday. It had four exciting .magazines, 
including one with advance television listings so com- 
plete that two out of every three readers—a survey 
showed—saved and used it throughout each week. 


Circulation-wise, although it sold at double the price 
of the News Monday-through-Friday issues, the Triple 
Streak met almost instant acceptance. Its circulation 
moved from a first drop-off that never exceeded 7 
per cent to a close race for popularity with the News 


Monday-through-Friday issues. In fact, on January 
24, 1953, Triple Streak circulation of 574,778 topped 
all Saturday circulations at any price in the News’ 
77 years of publishing. And, although the News 
Monday-through-Friday average for January of 
562,572 was the highest ever recorded for that month, 
the Triple Streak nosed it out with a January average 
of 562,586. And it’s still climbing. 


Advertising-wise, the acceptance of the Triple Streak, 


with its bargain-buy-value of weekend advertising at 
daily rates, has been unequaled. In retail advertising 
linage alone, it led all other Saturday evening 
newspapers im the United States in 1952 with more 
than one million lines. Here are the retail linage 
figures: In 1950, the year before the birth of the 
Triple Streak, retail linage in the Saturday News 
totaled 599,835 lines. In 1951, with the Triple Streak 
Starting in March, retail linage was 850,919 lines. 
In 1952, the Saturday retail advertising was 1,045,- 
973 lines. On the triple-threat front of editorial 
content, circulation and advertising, no other Satur- 
day newspaper in the country can compare with the 


SATURDAY CHICAGO DAILY NEWS 


JOHN S. KNIGHT. Editor and Publisher 
Chicago’s HOME Newspaper 


@ NEW YORK ® SAN FRANCISCO 


@ DETROIT 


@ LOS ANGELES 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER.OF MARKETING 


C. M. Discusses an Obligation 


Check into M. O. Reading Habits 
‘New’ Is the Word: Woolf 


Breath of Spring Hits Bedell 


Whittier Finds Printed Ad Words Costing as Much 
as $3,988 Each; He Doesn't Want Them Wasted 


I'd like to begin by telling you a story 
I heard recently. It’s the story of a man 
who was being shown through the FBI 
in Washington. This chap was taken into 
one room where about 25 men were be- 
ing instructed. He 
watched them for a 
few minutes, and left. 
About halfway down 
the corridor he stopped 
and said to his guide, 
“Say, can I go back in 
there?” So they re- 
turned. When they left, 
the guide asked him 
why he wanted to go 
back. He _ said, “Do 
you know, after we left the first time, I 
couldn’t remember what one of those men 
looked like.” 


Cc. L. Whittier 


# I understand that men are chosen for 
the FBI who have this quality of being 
inconspicuous. One could almost believe 
that many advertisements are approved 
for the same reason. 


A shocking number of advertisements 
today aren’t as good as they should be... 
or could be. If I were still an active mem- 
ber of the advertising business, I might 
hesitate to make that statement. Coming 
from an agency man it could be suspect. 
But since I have hung up my chairman- 
ship and turned in my paneled office I 
can speak with complete frankness. 

A year ago, you would have been the 
lushest group of prospects an agency man 
could step into. Today, as far as I’m con- 
cerned, you are simply a group of like- 
able, capable, and stimulating people who 
are pleasant to be with socially. So I 
want you to believe that, frank as it may 
be, anything I say is an honest effort to 
help you get larger returns from your ad- 
vertising dollars. That is my only reason 
for being here. 


a I don’t want to discuss advertising. I 
want to talk about advertisements. Time 
won’t allow me to go into all kinds of ad- 
vertisements, including radio and televi- 
sion commercials. It will be necessary to 
restrict my observations to magazine ad- 
vertisements. But some of what I have to 
say is applicable to any medium and to 
any kind of advertising. And some of it 
may be old stuff—but it’s sure-fire. And 
good stuff to be reminded of periodically. 

To prepare for this meeting, I went 
over the advertisements in one fat issue 
of Life and one fatter issue of the Ladies’ 
Home Journal. A little over 300 ads in all. 

To help me evaluate them, I made up 
an “I-Test.” It consists of six classifica- 
tions, all of which begin with the letter 
“I.” Each classification has accompanying 
questions. Any advertisement that can 
answer the questions affirmatively is like- 
ly to be a whale of a good one. 


Idea Heads the List 

The first classification in this “I-Test” 
is idea. And here’s the first question to 
ask: Does this advertisement have an idea 
in it? Or is it pure description? Or per- 
haps, pure emotion? Here's the second 
question: If the advertisement contains 


Charles L. Whittier recently retired as v.p. and plans board head of 
Young & Rubicam. From his new viewpoint as a completely disin- 
terested observer of the advertising scene, Mr. Whittier took the ad 
writing business apart for members of the Assn. of National Adver- 
tisers at their meeting in Hot Springs, Va., March 18. His down-to- 
earth, realistic comments on the preparation of worthy advertise- 


ments is reproduced here. 


an idea, is it a good idea? 

What did the study reveal? Out of 300- 
odd advertisements, 29% had good ideas 
in them; 27% had fair ideas in them; 17% 
had poor ideas; and the remaining 27% 
had no ideas at all. 

Like all statistics, however, these tell 
only part of the story. It’s true that 29% 
of these advertisements had good ideas 
in them. But many of these good ideas 
were buried in dull copy. That copy is 
likely to get little or no reading. So those 
particular good ideas might just as well 
never have been thought of. Good as they 
are, they have little or no value to their 
sponsors. And some of them were awfully 
good. Magnificent advertising could be 
made around them. 


® A good idea can exist in the product it- 
self. Or it can be a fresh and ingenious 
use of an old idea. Or it can be a new 
thought about the product or its use. Let 
me give you three examples that stood 
out in my study. 

With the growing and widespread in- 
terest in foreign automobiles, Studebak- 
er’s announcement of THE NEW AMERICAN 
CAR WITH THE EUROPEAN LOOK is a good 
idea provided by the product. 

The basic selling idea for all laundry 
soaps and detergents is “a cleaner, whiter 
wash.” It’s basic, but it’s also threadbare. 
Tide gave this old wheeze new interest by 
saying, ‘““YOU NEVER HAD IT SO CLEAN!” This 
is a new twist. It’s a catchy expression. 
It’s a memorable phrase. It’s a good idea 
provided by creative adaptation. 

Once in a while, a really genuine thought 
comes along; a thought so trenchant, so 
convincing, so memorably phrased, and 
so obviously true that it becomes part of 
the reader’s belief and philosophy. I came 
across such a thought in the American 
Dairy Assn.’s_ advertisement. Handled 
beautifully in layout, it said, “you NEv- 
ER OUTGROW YOUR NEED FOR MILK.” How 
true that is for most people. What a pro- 
vocative piece of salesmanship, beautiful- 
ly expressed, beautifully presented. This 
is an idea provided by sound and orig- 
inal thinking—a new idea about the prod- 
uct and its use. 


Stopping Power Important 

Now let’s get on to the next classifica- 
tion in the “I-Test”—immediate impact. 

I'd like to remind you—and I say “re- 
mind” because I’m certain you all know 
this—consumers use no judgment in de- 
ciding what advertisements they'll look 
at. Whim, fancy, caprice, vagary, impulse, 
inclination, curiosity, liking, immediate 
need, any of these may influence a choice 
—but judgment, never. Judgment takes 
too long. The reader makes up his mind 
in one quick glance. In that instant, you 


either flag his attention or lose it. In less 
time than it takes to turn a page, you have 
to awaken his interest and stop him cold 
in his tracks—or your advertisement sinks 
in the cruel sea of his indifference. 
Immediate impact, then, may be de- 
fined as stopping power. This is the first 
function of an advertisement—and one 
of the most important. For if nobody stops 
to look, the advertisement is a total loss. 
Starch shows the wide variance in the 
stopping power of advertisements. Seven- 
ty per cent or more of his sample will 
look at some, while other advertisements 
aren’t seen at all. It seems incredible that 
any advertisement could be totally un- 


‘seen. But I remember once when I was on 


a train with Dr. Gallup, I asked him to 
use me as a respondent, and he told me to 
go through the magazine in my lap. 

Now I knew in advance I was going to 
be checked. I thought I went through that 
book with unusual care. But when George 
checked me, there were three advertise- 
ments I hadn’t seen at all. And two of 
them were full pages. 


s The question to ask is not does an ad- 
vertisement have immediate impact. But 
does it have all the immediate impact that 
can be put into it? And that doesn’t mean 
using great big type. 

In my stud;, I set up four headings to 
measure immediate impact: (1) Can't 
help stopping; (2) Likely to stop; (3) 
May stop, and (4) Unlikely to stop. 

Four per cent of the advertisements 
came under. the first heading—‘Can't 
help stopping;” 24% came under “Likely 
to stop;”’ 38% came under “May stop;” 
34% came under “unlikely to stop.” Sev- 
enty-two per cent of these advertisements 
were in the last two or lower income pro- 
cucing categories. 


Illustrations Come Next 
The third classification in the “I-Test” 


is illustrations. This is closely allied with 
Immediate Impact, for it’s usually the 
pictures that have the greatest stopping 
power. 

If an illustration is to have any value, 
it must first of all be interesting. The pub- 
lic doesn’t want to be bored, and won't 
be by advertisements. 

The illustrations I studied I logged as 
follows: 3% were unusually interesting; 
29% were interesting; 41% were mildly 
interesting; and 27% were unqualifiedly 
dull. 

It isn’t difficult to get pictures that are 
interesting per se. It’s a lot harder to get 
pictures that help to sell the product or 
idea, and are also unusually high in in- 
terest. They usually come out of sweat, 
blood, and tears. It isn’t easy to think 
them up. But it can be done—and it 


should be done. If you set as your stand- 
ard the maximum possible interest a pic- 
ture can have, you may never attain it. 
But you’ll come a country mile closer than 
68% of the illustrations I looked at. 

A good question is, what makes a pic- 
ture interesting to consumers? A good an- 
swer is, if the subject matter is interesting 
the picture will be interesting. 


Norman Rockwell’s covers on the Post 
are interesting because of subject matter. 
Each one tells a story. 

The covers on Time are distinctive be- 
cause of their treatment, and this distinc- 
tion is always high, always equal. But 
their interest comes from the subject mat- 
ter, and it will vary according to the pub- 
lic’s interest in the person shown. 

Research discloses that newsstand cir- 
culation of magazines varies according to 
the interest of the illustrations on the cov- 
ers. If interesting pictures can help to sell 
more magazines, they can aiso help to 
sell more of your merchandise. 

The second thing that makes a picture 
interesting, as you know, is the artist who 
paints it or the photographer who takes it. 
For one man can make the same subject 
matter more interesting than another. But 
a picture with interesting subject matter, 
even though it is poorly rendered, will get 
more attention than a dull subject done by 
a master. 


# An illustration should not only be in- 
teresting. It should also be pertinent. It’s 
easy enough to get an interesting picture 
of an orangutang, and a lot of people will 
look at it. But it’s hard to make this ape 
relevant to your product and sales story 
—unless you’re selling ape-biscuits. 

If you first decide what is the best way 
to illustrate an advertisement, you can 
then decide how to give the illustrations 
maximum interest. Interest for interest’s 
sake alone usually makes for poor adver- 
tising. Pictures that are germane to the 
sales story usually make for better adver- 
tising. 

Studebaker’s announcement advertise- 
ment is a fine example of pictures that 
are high in interest and highly pertinent. 
There are two of them. Both are pictures 
of the new car. The creators of this ad 
could very well have felt there was in- 
terest enough in photographs of this new 
car with its new, foreign looking design. 
They enhanced this interest, however. In 
the main illustration, they gave the car 
a familiar Paris background. In the sec- 
ondary illustration, they introduced a gen- 
darme giving directions to the driver. 
These carefully thought out accessories 
not only made the pictures more interest- 
ing. They advanced the selling story of 
“a new American car with a European 
look.” 


Headline Must Whet Curiosity 

The fourth “I” in the “I-Test” is inces- 
sant interest. 

If the first function of an illustration is 
to flag the attention of readers, the first 
function of a headline is to fan that coal 
of attention into a flame of interest and 
curiosity. 

Unless an advertisement contains no 
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body copy, the headline must make the 
reader curious or the copy won't be read. 
The headline may give information. It 
may tell the main sales story. It may be 
a purely provocative headline. But it must 
make the reader want to know more if 
the advertiser has more to tell. 

If you use words, you want people to 
read them. Otherwise, what’s the use of 
them? What purpose do they serve? Why 
write them at all? 

On the subject of incessant interest, the 
question to ask is this: Will this adver- 
tisement hold attention until every word 
of the copy is read: headline, subheads, 
captions, and body text. 

Every word should be read because ev- 
ery one of them costs a lot of money. The 
longest ad in the issue of Life contained 
817 words. It was a four-color page. 

On a 13-time basis, it cost about $37 a 
word to get them published. The shortest 
advertisement contained eight words of 
copy. It cost $3,988 per word to get those 
printed. At these prices, it’s important 
that your words be read. 

A lot of advertising executives say peo- 
ple won’t read long copy. I'll let you in 
on a secret. People won’t read short copy 
either—if it’s dull. Brevity alone doesn’t 
induce high reading. And length isn’t 
necessarily a synonym for boredom. 


s The Reader’s Digest is practically all 
words, and it outsells all other magazines. 
Most short stories and articles are much 
longer than any of the advertisements in 
a magazine. Most of them are better read, 
too. : 

There is a bit of advice that you could 
well take and nourish as your own. It 
was given by the late Sir Arthur Quiller- 
Couch. With great understanding and wis- 
dom he said, “There are no dull subjects 
—only dull writers.” How true that is. 
In the hands of a gifted writer, any sub- 
ject comes alive with interest. 

Here’s an example. I went over a num- 
ber of vacation ads in Holiday. Most of 
them were unimaginative. Several of them 
began with some such statement as, “Plan 
now for a happy fun-time” or “Plan now 
to spend a glorious (or thrilling, or excit- 
ing) vacation at so-and-so.” But Holiday 
approached the subject from a fresher, 
more interesting angle. The opening sen- 
tence of its editorial article made this pro- 
vocative statement: “The cure for civiliza- 
tion is less of it.’”” What a grand headline 
that would be for a dude ranch—“The 
cure for civilization is less of it.” 


s Most products can be sold better with 
words than with pictures. Pictures can 
often awaken desire but words usually 
clinch it. Provided you use enough words 
to do the job. Provided you shape them 
into compelling ideas expressed in fresh 
phraseology. Provided you make your 
words so interesting, a person can’t stop 
reading until he’s learned all that you 
want to tell him. 

How many advertisements do that? Not 
nearly enough of them. Only 2% of the 
headlines I studied could be classed as 
“outstandingly irresistible’; 9% were 
very provocative; 40% were somewhat 
provocative; but 49% of them would give 
readers no desire whatsoever to read any 
further. 

How interesting was the rest of the copy 
in these advertisements? I estimate that 
readers would be likely to read all or 
most copy in 15% of them; some copy in 
27%; a little copy in 37%; but they would 
be unlikely to read any copy in 21%. 
Gentlemen—these are your advertise- 
ments I’m talking about. 

Fresh thinking makes for interest. 
Hackneyed writing makes for dullness. I 
searched for cliches and found none in 
17% of the ads; 40% had one or two; 
37% had from 3 to 6; 6% were studded 
with tired old worn-out expressions. 

I would like to point out that the ab- 
sence of cliches doesn’t assure interest. 
But the presence of them cuts down in- 
terest. Any writer who uses them isn’t 
writing creatively. He’s pasting sentences 


together out of his memory. 

Editors won’t pay for cliches—why 
should you? Why should you pay $37 or 
more for expressions that have been worn 
shiny by others? I don’t know why you 
should. But you do. These came out of 
the advertisements I studied and they’re 
a small sample of a large inventory. 

Listen to these: 

“Scientific tests proved. .” 

“Glamorous new...” 

“The last word in. .” 

“Strikingly new and different” 

“Tastes better and is better for you” 

“Millions who know prefer it” 

“Modern engineering design” 

“A special ingredient makes it. .”’ 

“Discriminating people prefer. .”’ 

“Smoother, softer skin” 

“We proudly present” 

“Delight your family tonight with. .” 

“Add new goodness to. .”’ 

“You owe it to yourself” 

“How science has found a way to..” 

“Revolutionary new idea” 

It cost a lot of money to pull that bunch 
of chestnuts out of the fire, and I could 
go on for hours. But that gives you an 
idea—and I hope you'll do something 
about it. 


s Clarity helps to make copy more in- 
teresting, though clarity alone doesn’t as- 
sure interest. But it’s difficult to hold 
attention if people aren’t quite sure what 
you're taiking about. I’ve picked out sev- 
eral phrases that Td like to have ex- 
plained. This one, for instance: “The last 
word in engineering.” 

Does this mean what it says? The ulti- 
mate has been reached and from now on 
further engineering improvements are im- 
possible. If it does, I don’t believe it. If 
it doesn’t, just what does it mean? 

What specific information should I get 
out of this? “Costs much less than you’d 
expect to pay.” How much would I ex- 
pect to pay? What’s my basis of compari- 
son? The copy doesn’t give me any. Does 
it mean their products cost much less than 
competitive products? If so, why don't 
they say so? 

How about this one: “You'll find last- 
ing good looks in this product.” What does 
that mean? How long will the good looks 
last? There are ways to find out. Why 
don’t they find out and tell me? 


# Take this unenlightening phrase: 
“Freezes ice cubes twice as fast.” How 
fast is that? Twice as fast as what? Sup- 
pose the copy said this: ‘“‘When you want 
ice cubes in a hurry, turn up the cold and 
get them in 34 minutes.” I’d know how 
fast that was. And I’d be impressed by it 
instead of bewildered. 

If a product is “beyond compare,” I 
don’t know how far beyond it is. How 
many miles an hour is “amazing speed’’? 
When car copy tells me, “You’re off and 
running almost at a thought,” I have no 
idea how fast the car will get away from 
a traffic light. And when copy says this 
of a product, “Its long established pres- 
tige is above challenge,” I haven't the fog- 
giest idea what they want me to know. 

These are all ringing phrases—but they 
have a hollow ring. They take up space 
that could be used by better, more per- 
suasive salesmanship. They are also one 
of the reasons why such a lot of copy gets 
such little reading. Clarity doesn’t mean 
oratory. It doesn’t mean mouthfuls of 
words that taste good but have no nour- 
ishment in them. Don’t use the ear as a 
sounding board for copy. It’s safer to use 
the mind. 


Check Product Information 

Let’s move to the fifth classification in 
the “I-Test”—information. 

There are two questions to ask: (1) 
Does this advertisement contain sufficient 
information about the product and how 
he product will benefit the user? (2) Does 
the information seem to pertain to my 
product alone, or will readers think it 
true of all similar products? 

I credited 47% of the ads I studied with 
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but countless times. 


EVERYONE WHO BREATHES 
CAM HAVE VA 


d oy 


IM SECONDS 


ees 


leading universities proved: 
CLORETS banish bad breath odors due 
to such causes as ONIONS - SMOKING - ALCOHOL 


With the “mormouy popuberity. of Mant Te K185 THY Eat oniong or 2 
CLORETS, t was to be expected that garlicky salad. Seaoke your head off 
other products would spring up OF take 4 drimk. Then chew Ciomrrs 
claiming to putity breath But no (Cheemg Gum a Candy Mavs) 
other product has Cionets” clomety Now esehange 4 bins. You's find 


guarded formula which makes 
twesth “Kawing Sweet” i seconds 

As a breath purifier, Cromrrs arc 
umque. They abolish had odors im 
the cumith with amazing speed You 


your breath is “Kissing Sweet” 
Remember, C1 ome rs canta true, 
water soluble chiotaphell®. Not an 
imitation, Not synthetic. Chew 
Cioarrs with compicte confidence 


can prove this gaichly yourselt Thev te detxsous and gownd. 


tomers. 


Closely Guarded Formula 


In the same issue of Look in which this ad for Clorets appeared, the lead 
article was a serious, dumbfounding piece by William Laurence entitled “You 
May Live Forever,” describing scientific discoveries through which, within 
25 years, we may be able to resurrect our physical selves not once or twice 


We wonder if, within the next quarter 
century, advertising will wake up to the 
fact that the human brain as well as the 
human body matures, grows and be- 
comes more sophisticated and astute. We 
hope so. 

Here, for example, is Clorets blandly 
stating that “with the enormous popu- 
larity of Clorets, it was to be expected 
that other products would spring up 
claiming to purify breath. But no other 
product has Clorets’ closely guarded for- 
mula 
Sweet’ in seconds.” 

Now the whole chlorophyll boom and 
bust has been so recent that we seem to 
recall at least two products—Stoppers 
and Freshies—that 
breath odors in seconds for hours many 
moons before Clorets came on the mar- 
ket with similar claims. 
chlorophyll products. Clorets refers to 
“other products.” We wonder if the writ- 
er of the Clorets copy ever heard of 
Listerine. Or Lavoris. Or Life Savers. 

“As a breath purifier,” says the copy, 
“Clorets are unique.” In what way? The 
copy says later that 
true, water soluble chlorophyll”—which 
is explained in a footnote as meaning 
“water soluble chlorophyll factors.” Far 
as we can determine, Clorets are unique ‘ 
only insofar as they are the only chloro- 
phyll tablets now on the market by the 
name of Clorets. What kind of chloro- 
phyll do Chloresium tablets contain? Oil 
soluble? 

We find ourselves becoming just a 
little impatient with advertising copy 
obviously intended to confuse and be- 
fuddle, to stay within legal limits but to observe no limits as far as honest and 
straightforward facts are concerned. We feel an advertiser has a right to sell 
his product. But we also feel that he has an obligation in selling it—and that 
is, to put it bluntly, to be completely above-board with his potential cus- 


We also have a sneaking suspicion that advertising copy which fails to do 
this ultimately fails to sell the product—and keep it sold. 


which makes breath ‘Kissing 


were banishing 


These were 


“Clorets contain 


giving enough information; 53% with not 
enough. : 

In 41% the information sounded ex- 
clusive. In 59% it was obviously common 
to all or most other similar products. 

In going over copy, it’s a good idea to 
ask yourself, “Does this advertisement 
sell my product, or does it merely sell my 
industry?” Advertising that lacks exclu- 
sivity isn’t likely to be as persuasive as 
advertising that has some exclusive ap- 
peal. 


Does It Impel? 

Last on the list in the “I-Test” is impul- 
sion. Here’s the question to ask. “Does this 
advertisement impel readers to purchase?” 
This is the pay-off question. 

I grant that advertising is just one of 
the factors that affect sales. But every ad- 
vertisement should be written as if it 
alone were the only force that could influ- 
ence consumers to buy. 

The thermometer of consumer desire 
ranges from absolute zero to boiling point. 
Within the limits of creative ability it’s 
possible to raise desire so high that con- 
sumers either have to get possession of 
the product advertised, or they have to 
see it and examine it at the earliest oppor- 
tunity. 

That is the standard to set for every 
one of your advertisements. You may 
achieve it rarely or never. But if you al- 


ways reach for it, you'll raise the impul- 
sion of your advertising. . .and the temper- 
ature of your prospects. 

The strongest impulsion is born of two 
kinds of conviction. Conviction that what 
you say about the product is true. Con- 
viction that your product will bring the 
purchaser more satisfaction than some- 
thing else he could spend his money for. 


# In studying impulsion, I tried to 
keep my opinions objective; not how the 
advertisements affected me, but how I 
thought they would affect a profitable 
percentage of the public. 

As I finished each advertisement, I set 
down one of four feelings readers might 
get about the product: (1) Must have it; 
(2) Would like to try it or see it; (3) 
Would accept it, and (4) Don’t want it. 

Out of all these advertisements, only 
seven-tenths of one per cent came under 
the heading, “Must have it”; 24.2% came 
under the heading, “Would like to try it 
or see it”; 33.1% were just about impell- 
ing enough to promote consumer accept- 
ance. And in my opinion, 42% would 
leave readers colder than a penguin’s feet. 

I know that all this is one man’s opin- 
ion. And I was long enough in the business 
to realize how fallible any one man can 
be. 

There was one more test I could make 
for you, however. And I could give you 
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R. }. MAKARIUS 


Preadent, Acme Plumbing Supply © “ompany 


Ae A 
© YOU area president—oF 
you want to be one! 
it has been my experience that the 
great majority wv articles in business 
magazines give their space to the opera 
tion and management © large enter: 
prise. Here are some suggestions for 
the management of small enterprise. 
1 am not against at big business, 
lieve in it. I would like to be 4 leader 
of it myself, but some of us must face 
the situation that the small, of medium 
sized operaticn, employing 109 oF less 
employees, performing such key st 
vices for big business 7° the servicing, 
warchousng, distributing, selling, and 
subcontracting of its products, will 
never reach the billion dollar class 
at of a small corporanien 
carries a responsibility on his shoulders 
far exceeding that of many individuals 
whose titles and big name firms are far 
more glamorous In the first place, he 
will in all probability have a family 
group to deal with and they will rest 
on bim all bizme for whatever good or 


bad may hit the firm 
Continued on page 25 
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the results with greater assurance. 

So I went over the ads again. I studied 
every picture, every word in order to 
answer this question: If I had had the 
responsibility, how many of these adver- 
tisements would I have approved exactly 
as they are? 

Gentlemen, I would have approved 
without any change whatsoever, exactly 
45 of them. I would have suggested 
changes in 259 of them. That I am certain 
of. 

Surely there is a condition here that 
needs correcting. I want to help you cor- 
rect it. But to do so, I must lay four facts 
before you, and then ask a question. 

This is fact No. 1. Each of you has wide, 
diverse, time-consuming and mind-taxing 
responsibilities. But consumers are not 
concerned with your complex managerial 
problems and obligations. 

This is fact No. 2. The only contacts 
consumers have with you and your com- 
panies is through your advertisements, 
provided you can get the public to pay 
attention to them, and through your prod- 
ucts, provided your advertisements can 
get the public to use them and keep on 
using them. 

This is fact No. 3. 1 know and you know 
that advertisements are only one phase of 
the comprehensive marketing plans that 
influence your sales volumes and your 
sales increases. But to consumers, they 
are the most important phase. 

Collectively, your advertisements give 
consumers their only way to keep in- 
formed about the market as a whole, and 
what it has to offer in products and ideas. 
Collectively, your advertisements are the 
consumers’ guide to better way of life. 
Individually, your advertisements are 
travel agents trying to persuade people to 
take your particular toll-road to reach 
this better way of life—and providing 
them with reasons and information that 
will help them make up their minds which 
way they want to go. Your advertisements 
are not only the most important part of 
marketing, so far as consumers are con- 
cerned. They are the only part that makes 
a continuous, explanatory, and reasoned 
bid for consumer preference. 

This is fact No. 4. In making this bid 
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for consumer preference, too many ad- 
vertisements underbid—or pass. A large 
percentage of advertisements can be im- 
proved. They can be made to produce a 
greater return for your advertising dol- 


lars. 
* + + 


Now the question. 

In the light of the weight of this evi- 
dence, Isn’t your paramount managerial 
responsibility to see that this improve- 
ment is made? 

Gentlemen—you in this room can do 
more to promote sound, fresh, and profit- 
able creative thinking than any other 
group in America. You can encourage it. 
You can inspire it. You can demand it. 
You can get it. But you must make a con- 
tribution to it. 

You must be willing—and you must 
find a way—to devote a disproportionate 
amount of your time to your advertise- 
ments. 

You must have time—and take time— 
to make sure that in their parts and in 
the sum of their parts, your advertise- 
ments excel in interest. in information, in 
conviction, and in salesmanship. 

Make sure that your advertisements can 
pass the “I-Test.’”’ Make sure that they 

e have a forceful selling idea. 

e have a high degree of immediate im- 

pact. 

e have unusually interesting illustra- 

tions that advance and enhance your 

sales story. 

e have copy of such incessant interest 

that it will be read from start to finish 

by an above average percentage of the 
audience. 

e have information that’s complete 

enough to satisfy readers’ curiosity, and 

that sounds exclusive to your product. 

e have impulsion so strong that each 

advertisement will give a large per- 

centage of its readers an irresistable 
longing .o own your product, or to go 
see it at the earliest opportunity. 

Gentlemen—if each of you will give 
enough of your time and thought to make 
sure that all your advertisements meet 
these six requirements, there is a bright, 
new, and more profitable future in store 
for advertising. 


If It's NEW It's Better- 
Modern America’s Obsession 


By James D. Woolf 
Advertising Consultant 
Looking through my “Salesense”’ cor- 
respondence file this morning, I find a 
note from James W. Young suggesting that 
I try my hand on an article dealing with 
the kinds of ideas that pay off. He says 
they are all related to 
what people need—in- 
cluding their emotional 
needs. As examples of 
what he has in mind, 
his note suggests three 
kinds of ideas, as fol- 

lows: 

1. Ideas for doing 
things that are now 
done, but doing them 
better as to time, place, 
price. 

2. Ideas growing out of new needs re- 
sulting from new developments. 

3. Ideas growing out of insights into 
people’s unsatisfied, unexpressed longings. 

How many kinds of ideas are there? 
Here we have three. What are the others? 
If any of my readers has ever attempted 
to compile a list that makes any preten- 
sions of being all-inclusive, I should like 
to see it. In this present piece I shall con- 
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fine myself to suggesting only one addi- 
tion to Jim’s trio—namely, ideas growing 
out of needs resulting from our almost 
fanatical belief in the superior benefits to 
be derived from our use of anything that 
is new. By “new developments” I imagine 
Jim Young was thinking of such things 
as the telephone, the automobile, the air- 
plane, radio, television, etc. Each of these 
things has had a profound effect on the 
American way of life; each has created a 
host of new needs, new hankerings, new 
hopes, new frustrations. 


s But what I am thinking of is not the 
development of a material thing—it is 
the development of an obsession. (An 
“obsession,” says Mr. Webster, is a per- 
sistent and wunescapable preoccupation 
with an idea or emotion.) The obsession I 
am referring to here is what appears to 
be a universal notion that “if it’s NEW 
it’s BETTER.” 

The No. 1 glamor boy in America today 
is the Man of Science. Almost daily are 
issued from his laboratories announce- 
ments of new miracles that promise a 
healthier, happier and more wonderful 
life. Nothing that is old, unless it is 
whisky, any longer has lure; if it isn’t 


new, fresh out of the scientist’s test tube, 
it is obsolete. Soon the atom bomb will 
be outdone by the H-bomb; and nylon, 
which outdid silk, will doubtless in turn 
be outdone by a newer magic synthetic. 
Science has given us miracle detergents 
that shine up dishes without washing or 
wiping, but soon, perhaps, a newer mira- 
cle will usurp the old. Science like Time 
marches on! Yes, chlorophyll is amazing, 


but who knows what the chemist is dis- 
tilling in his retorts at this very moment! 
Sulpha, penicillin, the antibiotics, vita- 
mins? Who knows what the professors are 
trying out on the guinea pigs right now! 


s There is no doubt about it, as I see it 
at least: The American people are held 


-captive by a “persistent and unescapable 


preoccupation with an idea or emotion’— 
to wit, something new is being added 
every hour on the hour. 

And no wonder! Think of the millions 
on millions of lines of publicity that have 
been promoting the wonders of Science! 
Three-dimentional movies! Rocket space 
ships to Mars! “You May Live Forever” 
(See Look, issue of March 24)! Electronic 
calculating machines that approach the 
thinking power of Einstein, or soon will! 
Irium! Lanoline! Lanolite! Ammoniated! 
Sanforized! Homogenized! Aerosol! Pena- 
ten! Nylon! Orlon! Cycla-Matic! Cosmic 
Eye! My, my, my! What won’t they think 
up next? 

The new Ipana now gives us two new 
scientific agents. Drene promises us a 
“New Lighting Lather—a new magic for- 
mula.” Revlon offers us ‘““Moon-Drops— 
the New wonder cosmetic, a remarkable 
formula that acts like a fountain of youth 
for the skin!” We are promised “New bak- 
ing ease with the new Crisco.” 

Scotties urges us to “Look for the word 
NEW on the Scotties box!” The new Odo- 
ro-no informs us it has a new “Action- 
Proof” formula. Lady Wildroot announces 
that her new cream hair dressing is amaz- 
ing. Kelvinator assures us that its cabinets 
are new and advanced. Johnson’s Jubilee 
kitchen wax is Johnson’s “newest dis- 
covery” that works in a new way. Flexa- 
lum blinds are made of “new miracle 
materials.”’ For the garden almost every- 
thing is new—Krilium, instant Vigoro, 
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Ortho, Flotal, Polybor-Chlorate, ad infini- 
tum. Typical of marvels in the dirt-fight- 
ing field is the advertising of Scotch Foam 
Action cleanser: “Wonder! Wonder! Won- 
derful! New Formula Detergent Base. 
New Round Can. New Plaid Dress. New 
Sudsier Foam Action. Wonderful NEW 
Fragrance!” 


® Yes, there’s no doubt about it: the 
American people are firmly in the grip of 
an obsession. Science is wonderful! If it’s 
new it’s better! The assertion that a prod- 
uct is new is usually sufficient unto itself. 
The mere fact of its newness, it would 
seem, is proof enough. Seldom does an 
advertiser reveal the secret of his “re- 
markable formula.” Note that Ipana does 
not explain its “two new scientific agents.” 
It’s New. Voila! It’s better. Note the M.J.B. 
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rice advertisement, reproduced herewith. 
On a single thread—NEW!—hangs the 
fate of this appeal. 

Does the mere virtue of newness, real 
or imaginary, create new needs? I suspect 
that it does. I feel sure that the appeal of 
newness often creates emotional needs. We 
buy this or that to replace a satisfactory 
article we already have because we are 
persuaded, emotionally, that the new thing 
is better. I also feel sure that the appeal of 
newness is effective. Roughly estimating, I 
would say that at least 50% of our most 
successful and knowledgeable advertisers 
are relying heavily on this appeal. In- 
cluded in the montage reproduced here 
are a few typical examples of what we 
see in current advertising. 


s I have no doubt that, in some cases, the 
products which are announced as “new” 
and “improved” are actually better than 
their predecessors only by the slenderest 
eyelash. In terms of genuine consumer 
benefits they are not the “great scientific 
advances” they are cracked up to be. This 
is unfortunate. Cynical and unconscionable 
use of this appeal cannot help but impair 
its effectiveness; moreover, it will tend to 
damage the already damaged name of ad- 
vertising. 

When employed with truth and good 
sense and presented to the consumer in 
readily credible terms, I have great faith 
in the appeal of newness. Indeed, unless 
avid public interest in something new is 
maintained at its present high pitch, our 
national sales curve is in for a nosedive. 


Inventors Night 


WCAU-TV in Philadelphia has a fas- 
cinating program on every Tuesday eve- 
ning, from 7 to 7:30, called “The Big 
Idea.” 

“The Big Idea,” emceed by Don Ben- 
nett, features three inventors per program 
with their inventions—which, of course, 
they demonstrate. A panel of three busi- 
ness men comment on or ask questions 
about each invention—usually about its 


practical application or marketing pos- 
sibilities. Climaxing the program, a suc- 
cessful inventor is introduced, the story 
of how he arrived is told and the inven- 
tion that brought him success is shown. 

After determining—on an applause 
meter—which of the three still unmar- 
keted inventions the studio audience likes 
best, Bennett wraps up the entire package 
and ties a neat little verbal bow about 
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America’s being the great land of oppor- 
tunity for anybody with an idea that bene- 
fits others and with enough stick-to-it- 
iveness to see it through. He also mentions 
the importance of capital and asks anyone 
interested in any of the inventions shown 
to get in touch with “The Big Idea.” 
The Pennsylvania Savings Fund Society 
—referred to as PSFS, which sounds like 
a switch on LSMFT—sponsors the pro- 
gram, although it makes no attempt to 
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tie in with the program by offering to 
lend any of the inventors the funds they 
need. Instead, it talks about its various 
other services. 

The program moves swiftly and has an 
exceptional amount of humor and interest. 
The Eye and Ear Department has no idea 
of its local rating in Philadelphia—but 
places little importance on ratings any- 
way. He is sure it attracts an exceptionally 
interested audience. 


‘Status Anxiety’ and the Personnel Man 


By Robert Newcomb and Marg Sammons 
A few weeks ago, at a personnel confer- 
ence in Milwaukee, the delegates sat back 
in their chairs after a warm meal and pre- 
pared to enjoy a talk by James C. Worthy, 
of Sears, Roebuck & Co. Mr. Worthy, a 
member of the central personnel staff at 
Sears, had been assigned the topic: “The 
Future of Personnel Management.” 

It was Mr. Worthy’s view that, unless 
personnel people overhaul some of their 
concepts of the personnel function, the fu- 
ture is gloomy indeed. What he deplored 
principally was the effort of some person- 
nel people to establish personnel as a 
profession, thereby tending to separate 
“the personnel function from the organiza- 
tion which it has been set up to serve... 
This yéarning for professional status is 
not only fundamentally wrong; it is also 
evidence of what a social scientist would 
be likely to describe as ‘status anxiety’— 
a condition which apparently is rather 
widespread among workers in the per- 
sonnel field. . .Personnel people as a group 
are likely to be more frustrated.and more 
beset by feelings of insecurity than most 
other occupational groups. I strongly sus- 
pect that in many cases the interest in 
‘professionalism’ represents, basically, an 
effort to achieve status and recognition 
outside the business organization that has 
not been achieved within it.” 


Mr. Worthy went on to suggest that per- 
sonnel people, in their zeal to reach pro- 
fessional standing for themselves and 
their craft, fail to come to grips with the 
real problems within their own companies. 
“Whenever several personnel people get 
together,” he continued, “conversations 
[often] turn to the lack of enlightenment 
on the part of higher management, and 
the difficulty personnel people find in 
getting support—moral and financial—for 
the kind of program they feel is needed.” 


s The Worthy brand of candor probably 
has not rested comfortably on the ear- 
drums of personnel people. But if his ad- 
vice were generally heeded, there would 
probably be far fewer curtailments of 
activity at the personnel department level 
when the economy heat is on. This is 
equally true of other crafts, where the 
job at the plant may be neglected in the 
interest of some committee chairmanship 
on the outside. 

The commentator from Sears, Roebuck 
obviously submits no indictment of as- 
sociation activity as such, since he only 
recently vacated the top office of the 
Chicago Industrial Relations Society. But 
he insists that the personnel job be done 
first at home, the local plant or office. He 
points out that the greatest satisfactions 
are to be found in doing it there. 


Mail Order and Direct Mail Clinic... 


Check into Reading Habits 


By Whitt Northmore Schultz 

How do you know your customers, and 
your good prospects, are reading your 
magazine and newspaper advertisements 
regularly? 

Do you know what magazines and what 
newspapers they prefer? 

Have you ever thought that you may be 
advertising in media rarely seen by your 
customers? 

And, how about your prospects? Are 
you certain that they’re regularly reading 
the media you’ve selected for your ad 
campaign? 

Direct mail can give you the answers. 

How? 

By the clever and the intelligent use 
of simple, double post cards. 


® Here’s specifically how: 

1. Have double cards attractively 
printed. On the side addressed to your 
customers and/or prospects, print a mes- 
sage which could read like this: 

Dear Friend: 

You are our first concern! 

We want to make certain that our ad- 
vertising appears regularly in the maga- 
zines and newspapers you read. 

Please fill in the attached, self-ad- 
dressed, stamped card, and mail it back 
to us today. 

We will sincerely appreciate this cour- 
tesy. And we’re sure you'll enjoy seeing 
the many new products we have which 
lend themselves to even finer, easier, 
and more gracious living for you and 


your family. 
Thank you. 
Sincerely, 
JONES COMPANY 
By (Facsimile signature of the 
president of the firm.) 
P.S. No postage necessary. Fill in and 
mail today, please! 


s 2. On the return business reply card, 
you can print: 

Please check the magazines and news- 
papers you read regularly. (Here you 
then list media which have pulled well for 
you in the past as well as new, test me- 
dia.) 

Thank you a great deal for your cour- 
teous cooperation. 

Best wishes to you...and we hope to 
hear from you in the next day or so. 

Sincerely, 
(Signature of chief executive of- 
ficer.) 

P.S. Please detach this card and mail 
today. No signature or postage needed. 
Thank you. 


3. Now, mail this card to a representa- 
tive cross-section of your prospect and 
customer lists. 

Your replies—and they should be 
good—will give you valuable new infor- 
mation on where to advertise consistently. 

Direct mail and mail order advertising 
are team mates. Keep them working for 
you. ..and remember that mail order sell- 
ing is a daily job. 


Tips for the Production Man... 


Seek Perfection of ‘Perfect’ Binding 


By Kenneth B. Butler 

The three types of binding most familiar 
to production men are Smyth sewing, sad- 
dle stitch, and side-stitch with glued-on 
covers. The fourth method, “perfect” 
binding, has been undergoing testing and 
experimentation for several years now 
and is being watched with interest by 
many. 

Those who have seen the big telephone 
directories bound without stitching and 
with the binding edge trimmed flush and 
“padded” with a special adhesive, will 
say that “perfect” binding is not at all 
new. True, but the method has not been 
perfected with respect to the use of coated 
papers, or editions which contain inserts 
or thick signatures. 

The magazine Bookbinding and Book 
Production reports in a recent issue on an 
industry group discussion on this type of 
binding held in New York in February. 
There has been a growing demand for a 
type of binding which permits the pages 
to be opened flat, and to remain so during 
reading. This is particularly important in 
making effective the use of double spreads 
and bleeds into the center gutter. Side- 
wire stitching causes a “blind spot” of 4” 


to %”, and such a publication always 
wants to snap shut. 

Dwight Monaco, of McGraw-Hill Pub- 
lishing Co., has headed up a committee 
which has been studying this problem. 
Newsprint and antique surface papers 
hold the adhesive, but clay coated papers 
present a tougher problem. Notching and 
slotting of signatures helps hold the ad- 
hesive, but often the binding falls apart 
during delivery and during use. Applica- 
tion of the glue by a wheel has been found 
inadequate in high speed production. 
Some of the experiments involve pumping 
the glue into the notches under 400 pounds 
pressure. 


® An all-industry experimental program 
has been proposed, so that research would 
not have to be practiced on a catch-as- 
catch-can basis after work-time in in- 
dividual binderies. 

So there may be revolutionary changes 
in binding methods in the future. Pro- 
duction men will watch the progress of 
these experiments with interest because 
the method affects the usefulness of cata- 
logs, books, directories, magazines, and 
many other types of printed pramotion. 


Looking at the Retail Ads 
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> 
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By Clyde Bedell 

This ad ran as a horizontal half page— 
light blue and black. Examine the ad 
casually and see how long it takes you to 
find out what’s for sale. 

Ideas? 

the beauty look 

new fashion shade of blue 
perfection in pottery 
inspiration for the decor 
Dorothy Gray “Wedgewood” 
beauty set to fragrance 

I don’t know whether “set” is a verb 
or a noun. I am not sure at once whether 
the store is selling apparel, the “decor” 
of a new Dorothy Gray line, or a fra- 
grance. 

If there is a hint it is in the last sen- 
tence of the copy: “Try it for new and 
glorious breath of Spring.” Although of 
course apparel and millinery and acces- 
sories too, often bring a “breath of 
spring.” 

Read the small listing and the secret 
becomes open. Those who know that 
Dorothy Gray never does anything but 
cosmetics—or does she?—may have 
known at the final line of the headline. 

Advertising should communicate as 
much that is good, as fast as possible, to 
the greatest possible number of readers. 
Truly a small percentage of ads seem to 
strive to achieve that. 

This same fine store and good ad de- 
partment had many ads in the paper this 


day. To name some: jewelry, hats, hand- 
bags, summer homefurnishings, slips, 
petticoats, hosiery, women’s suits, air- 
plane models, sewing machines, rubber 
sofa pillows, latex pillows, photo restor- 
ation. 

This store was in competition with a 
great many other advertisers. Every ad 
of this store was in competition not only 
with all the other stores’ ads for atten- 
tion, but each of its own ads was in com- 
petition with all other ads from the same 
store—for attention. 


# Since any individual must pass by 
most ads and read only a modest per- 
centage, it is always costly to response 
to be circuitous or fuzzy in approach. 

A nice little exercise for the headline 
writer. Try to say in the best possible 
and fastest way you can, all that’s nec- 
essary to interest women in this new line 
of Dorothy Gray items in a new scent 
and new “Wedgewood” packaging. 

A nice little exercise for the layout 
artist. Try to say with art and arrange- 
ment and type—all you can to get the 
Story across, for which this space is 
bought. What does the present large fig- 
ure (which is not fused in to aid the 
story) do for the ad, unless suggest to 
the reader it is an apparel offer? 

If you can read the copy have you any 
idea as to the “why” of this item, or what 
the fragrance is like? 
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See story on Page 61 


ALL-‘SEASON—First award in Division 4 went to this ad for National Turkey Federation, 
Mt, Morris, Iil., aimed at increasing consumption of turkeys by year-round sales. The 
agency is David W. Evans & Associates, Salt Lake City. 
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Here’s how this unprecedented 
promotion drive will help yeu 


1M MATIONAL MAGAZINES, big- 
space advertising will tell America and 
( anada the news when the Revised Stand- 
ard Version of the Bible is published. Cir- 
culation totals over 40 million. Look at 
the list 

Pull pages in Life, Household, American 
Weekly, Parade, and independent Sun- 
day supplements .. . center spreads (plus 


1% YOUR STORE, these free promo- 

tion aids will help make the RSV your all- 
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DEALER HELPS—“Offer of dealer helps ex- 
ceptionally well done” won first award, 
Division 5, for this ad of De Beers Con- 
solidated Mines, Johannesburg, South 
Africa. N. W. Ayer & Son, Philadelphia, 
is the agency. 
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coanatae Sanne, & —- 19 East 470 Sereet, New York, NY. SCOVILL Seamane 90 cope. iny-Tuue 
gag igh aged faye 
DIGNIFIED—Thomas Nelson & Sons won aN Sea eres, ‘7 
first award in Division 3 with this ad de- tine ae sie Leto 


signed to show book dealers how national 


advertising would create demand for the 
new Bible, and encourage them to use 
tie-in material. The agency is Batten, 
Barton, Durstine & Osborn, New York. 


HISTORY—This ad won first award, Division 
6, for Scoville Mfg. Co., Waterbury, Conn. 
“Long experience and service of company 
told interestingly and effectively through 
historical episodes,” said the report. Young 


VENDOR—First award in Division 2 was 
won by Lily-Tulip Cup Corp., New York, 
for this ad aimed at vending machine op- 
erators. The agency for Lily is Al Paul 


& Rubicam, New York, is the agency. 
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NEW PRODUCT—First award in Division 1, 
for advertising of new products, went to 


Sree ete Oe tment re reeeneeovilineal 


Cis steers sew 


this ad for Everglaze. The advertiser is 
Joseph Bancroft & Sons Co., Wilmington, 
Del., and the agency is John Gilbert Craig 


Advertising, Wilmington. the agency, 


FOR DEALERS—“Forcefully handled to create dealer curiosity”—this spread won fest 
award in Division 7 for Servel Inc., Evansville, Ind. Hicks & Greist, New York, is 
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Arnold Newmen Photo 


Where there’s a word there’s a way 


On the night of December 12, 1928, Fred E. Meinholtz, communications 
chief of The New York Times, was at home at Bellaire, 15 miles from Times 
Square, listening to his short-wave radio. He was listening to a dispatch 
being sent The Times by Russell Owen from the Byrd Antarctic Expedition. 


Owen, a Times man whose exploit won him a Pulitzer Prize, was the only 
newsman with the expedition. He had been sent on Meinholtz’s assurance, 
against prevailing expert opinion, that direct communication with the Ant- 
arctic was practicable. In 18 months, Owen missed direct communication with 
The Times on only two days. 


Now suddenly there was a break in his dispatch. Then this message: “Mein- 
holtz, Hilferty at The Times wants you to hang up your telephone receiver 
so that he can call you on the telephone.” 


The incident made a minor sensation in the news next day. Imagine your 
office in New York phoning you at home in the suburbs — by way of the South 
Pole! It underscores, however, the pioneering enterprise of The New York 
Times in news communication. Two years earlier, Meinholtz had arranged 
for The Times to receive the first direct message from an airship flying over 
the North Pole. Now he had himself heard from the South Pole over the 
short-wave system he had devised for the Byrd expedition. 


More than 20 years earlier, The Times had encouraged Marconi to expand 
and improve his wireless service. On October 18, 1907, The Times printed the 
first trans-Atlantic wireless message ever sent. Soon afterward, it was experi- 
menting with short-wave. Always pioneering, The Times has done more than 
any other newspaper to assure fast and free news communication around the 
world for all newspapers. 


Today, Fred Meinholtz, communications chief since 1931, supervises the 
mechanics of bringing more than half a million words of news a day into The 
Times newsroom from all parts of the globe. The teleprinters—38 of them are 
banked in the largest telegraph room of any newspaper~—are rarely silent. 
Direct lines link The Times with its bureaus in London, Washington, Chicago, 
San Francisco, elsewhere. Times monitors keep tuned to “news” from behind 
the Iron Curtain, Moscow, Warsaw, Prague. 


tadio men, printers, reporters, editors, each has an important place on The 
Times team. Joining their skills and their knowledge, they produce each day 
a newspaper that is vigorous and alert, interesting, informing, different from 
any other. The Times has the largest staff. It publishes the most news. 


* Because there’s more in The Times, readers get more out of it. So do adver- 
tisers. Ask us to tell you. 


The New [ork Cimes 


“ALL THE NEWS THATS FIT TO PRINT” 
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Set Syracuse Ad Week 


Advertising Week will be ob- 
served in Syracuse April 13-17, 
with April 17 designated as Ad- 
vertising Day. Edward T. Roberts, 
branch manager with Reynolds- | 
Fitzgerald, Syracuse, has been 
named general chairman for the 
week’s events. 


Si MPSON-REILLY, LTD. 


here Re presenteti “et 


MALL spun ron sinc. 


} | equipment, has been promoted to 


National Ring Names Agency | 


National Ring Traveler Co.,| 


mond-Goff, Providence, to handle | 


|its advertising. Frederic L. Chase | 


Jr., formerly eastern representa-_ 
tive of American Paper Tube Co., | 
Woonsocket, R. I., has been elected | 
president- treasurer of National | 
Ring. He will handle sales and ad- 
vertising as well as general man- 
agement. 


Ear! Rosen Jr., in the advertising 
|department of Shampaine Co., St. 
{Louis manufacturer of medical 


| Shampaine Promotes Rosen 


advertising manager. 


Send for price list and quantity discounts 
YARDER MFG. CO., 816 Phillips Ave. Toledo 12, Ohio 


Extremes of Weather 


Pawtucket, R. I., has named Ham- || 


— . a a: 


b 


BUY ‘EM BY THE CARTON—Bayuk Inc., 

Philadelphia, is now marketing its Phillies 

cigars in cartons of 10 or 20 and guaran- 

teeing freshness for six months. In test mar- 

keting the package, Bayuk found that 40% 

of its sales were to women. Ellington & Co. 
is the agency. 


‘Union-Leader’ Raises Price 


The Union-Leader, Manchester, 
N. H., has increased its daily price 
from 5¢ to 7¢. 


oor | Leather Co. Names Agency 


Boyle Leather Goods Co., New. 


| York, leather goods manufacturer, | 


has named R. T. O’Connell Co., 


New York, to handle its cg 


tising. Media plans have not been 

completed. The account, inactive 

for some time, was last handled 
by Leonard Gussow-James Hy- 

—_— Advertising Agency, New 
ork. 


Noonan Heads Hose Division 


John J. Noonan, merchandise 
manager, has been promoted to 
sales manager of the Half Hose 
division of Chadbourn Sales Corp., 
New York. Mr. Noonan was pre- 
viously in charge of sales for 
Carpenter Hosiery Mills, Wythe- 
ville, Va. 


Murphy Named PR Head 
James L. Murphy, formerly as- 
sistant v.p. of the import depart- 
ment of Wilbur-Ellis Co., in San 
Francisco, has been appointed v.p. 
in charge of labor relations, per- 
sonnel and public relations for 


Foster & Kleiser Co., San Fran- 
cisco outdoor plant operator. 


almost /O”0f the 


Fakes 


WJR MARKET DATA 


% of total 
U. S. market 
SRS #n9 #484 + RuBs nt <¥'s 0 . 12,601,300 8.3 
Radio Homes....... ONTOS RT Tee ee 8.6 
i «25 %ebon0 oaee ska cneees 328,990 5.9 
Food Sales....... bat ncewht cvanbane $ 3,266,766,000 9.4 
Retail Sales........ ere Te ; -$13,613,431,000 9.3 
Ey ee ..es++$ 464,447,000 10.3 
Filling Station Sales.......... ....... $ 739,614,000 10.1 
Passenger Car Registrations...... .......... 4,116,934 10.2 


This multi-billion dollar market, so vital to your national sales volume, 
is effectively and economically covered by one single sales voice. 
WJR reaches all of this great market every time of the day, every 
day of the year, with the most influential single voice in the area! 
Increase your sales in this rich 137 county area—use WJR, the Great 


Veice of the Great Lakes. 


For more information 


on WJR’s ability to sell in this 


area, contact WJR or your Christal representative t 


WIR, 


at market 
ay. 


Fisher Building, Detroit 2, Michigan 


coverage AIC 4 


nations sales 


place 


HERE 
in WIRE primary 


/ 


WIR, Eastern Office: 665 Fifth Avenve, New York 22 


a 


Represented Notionolly by the Henry |. Christo! Company 
Conedion Representotives: Radio Time Sales, (Ontario) Lid. 


Advertising Age, April 13, 1953 


Coming 
Conventions 


April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 


April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 


April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 31st 
annual convention, Biltmore Hotel, Los 
Angeles. 


April 30-May 3. American Women in 
Radio and Television, Biltmore Hotel, 
Atlanta. 


May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 


May 1-3. Advertising Federation of 
America, Fourth District convention, 
Floridan Hotel, Tampa, Fla. 


May 3-6. National Newspaper Promotion 
Assn., annual convention, Fort Shelby 
Hotel, Detroit. 


May 6-8. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 


May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 


May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biltmore, Santa. Barbara, 
Cal. 


May 18-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 


May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 


June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 


June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 


June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 


June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, 
Colorado Springs, Colo. 


June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

June 27-July 1. National Assn. of Dis- 
play Industries, ‘“‘Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertis- 
ing Assn., 36th annual conference, Hotel 
Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 


| the Advertising Federation of America, 

| Edgewater Beach Hotel, Chicago. 

| Nov. 5-7. Southern Newspaper Publish- 
| ers Assn., annual meeting, 50th anniver- 

sary, Boca Raton Hotel and Club, Boca 
| Raton, Fla. 
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Barry Ryan Tells How R&R Got Around 
‘Terrible Sameness’ in Copy for 4 Clients 


New York, April 7—“The long- 
er I stay in the advertising busi- 
ness, the less ‘rules’ I believe in. 
Just about the only description of 
a basic approach to advertising 
that seems to hold water consist- 
ently is this: 

“Regardless of product, all ad- 
vertising problems can be divided | 
into two kinds. Those in whieh 


what you say is more important. 
than how you say it—and the re-. 


verse, those in which how you say 
it is more important than what 
you Say.” 

Speaking to the Metropolitan 
Advertising Men last week, Barry 


“Now you begin to appreciate 


‘ilowerland 


how exactly right for the problem | 
the look-alike campaign has prov- | 
en to be. How the idea is basically | 7 ae M 
germane to the product story. The. 
look-alike idea itself is a natural | This Symbo Cans 
take-off to prove that in spark Copyright 

plugs as well as people, looks are 
deceiving; there really is a differ-. 


“Ont Ter Cates seer” 


NO) Seah Meme of beettmery, 


ence in performance. 

“Likewise because we made the 
_ ads into a game, we obtained tre- 
/mendous readership. For every 
dollar Auto-Lite spends for ad- 
| vertising, it obtains 
from 50% to 350% more readers 
per dollar than its competition.” 


Ryan, president of Ruthrauff &' 


Ryan, told the group that it is 
the second category, “how you say 
it,” that presents the great chal- 
lenge to advertising men. 


a “Our economic system is so 
highly competitive, few brands can 
maintain a product advantage 
very long. Hence most advertising 
problems fall into this second cate- 


ative selling shows its hand.” 

Of themselves, many campaigns 
look good, but all too often they 
suffer from a “terrible sameness” 
of the advertising in a given field, 
Mr. Ryan said. 

He gave some case histories of 
R&R clients—American Airlines, 
Auto-Lite, Kentile, Early Times 
whisky—to illustrate an attempt 
to be different in changing, high- 
ly competitive markets. 


a “Up to the outbreak of World 
War II, American Airlines fol- 
lowed the far-sighted policy of 
using its advertising to sell the 
benefits of air transportation as 
a whole, rightly believing it would 
obtain its share of the increased 
business if more people could be 
induced to fly. 

“In the postwar years, air travel 
has increased at such a phenome- 
nal rate that in 1952, for the first 
time in history, more people trav- 
eled by air than by Pullman. So 
American switched its strategy and 
began selling its own travel— 
Flagship travel. 

“Now when all major airlines) 


'@ These two instances, Mr. Ryan 
noted, illustrate “building consum- | 


er demand through creative sell- 
ing with specific reference to 
‘copy.” For Kentile and Early 
Times whisky, the problem ex- 
|policies of the companies. 

| “When we took over the ac- 
/count, we found that Kentile ad- 


| read, but we looked for some spe- 
‘cific claims that would have 


anywhere | 


tended down into the actual sales | 


| using its artwork to sell inferior plants. Competitors who do so 


NOW IT’S COPYRIGHTED COPY—Above you see the top parts 
of facing half-page ads run a week ago in the Houston Post by 
Flowerland. At left it explains that its ads henceforth will be 
gory and it is here that true cre-| vertisements were apparently well | copyrighted “for your protection” because competitors have been 


RiP KIRBY 


now will be prosecu 
ages collected will 


get fancy...” 


ted ‘to the extreme limit,” and “any dam- 
be passed on” in the form of “the most 


drastic price reductions ever heard of.’ Further, it says, ‘Never 
is our advertising agency, Jack Cable & Associates, permitted to 


stronger appeal to consumers. We | attention, in which there are more 


tage over roll-type linoleum floor 


perhaps this price advantage was 
not being exploited as it might be.” 
| A survey showed that people 
'thought a tile or linoleum floor 
cost considerably more than the 
actual cost of a Kentile floor. 


a “Thus our first ads featured 


floors, which we knew would be 
| an important factor for consumers. 
| At the same time, a guarantee of 


selling tool for Kentile at the retail 
level. 

“As we had hoped, this new 
combination of price and guaran- 
| tee began to sell a lot of Kentile.”’ 
| Another agency survey made 
in i949 indicated that people were 
| becoming increasingly conscious of 
labor prices and this provided the 
|idea for a new tack on Kentile. 
“If the advertised price on Ken- 


the low price of these attractive | 


| performance and quality was in-| 
serted to provide a competitive | 


have the same fine caliber of tile floors including installation 
planes, when flying times between | was bringing in business, wouldn't 
cities are identical and so are|the much lower price we could 
prices, what do you do? You sell feature on a self-installation basis 
service, that vague word which can| bring in a lot more. Especially 


mean so much or so little.” 


a For American, service does not 
consist of “blatant pompous slo- 
gans” but in true stories showing 
this service in action, Mr. Ryan 
explained. 

“Do people like to read this kind 
of advertising? Well, these spreads 
average twice the complete read- 
ership of the average spread in 
The Saturday Evening Post. Do 
they influence travelers? 
this year we ran a story about a 
102-year-old woman taking her 


first trip by air. Within a fortnight, | 
the passenger service agent at La- | 
Guardia reported that five women, | 


80 years or older, had mentioned 
this advertisement as having in- 
duced them, too, to fly, by Flag- 
ship, of course.” 


s For Auto-Lite, the problem was 


dramatizing a difference that can-| 


not be seen. 


“In terms of readership, spark 
plug and battery advertising has 
what we call a low generic inter- 
est. People just don’t care much 
about reading auto accessory ads. 
So who can blame them for be- 
lieving that all spark plugs and 
batteries are alike—when they 
look so much alike. 

“What Auto-Lite wanted to do 
was to dramatize the superiority 
of their products, dramatize a dif- 
ference that the consumer couldn’t 
even see. 


Early | 


‘when it enabled the client to ad- 
vertise a Kentile floor for as little 
las $10.95. And, of course, the fact 
that Kentile came in those easily 
handled squares made it a natural 
for self-insiallation. 

| “Now taking this step was a lot 
| more daring than it sounds. For 
lone thing price advertising itself 
had been revolutionary enough. 
| But if we began featuring self-in- 
| stallation we knew there might be 
|a tremendous resistance from deal- 
ers because we would be taking 
store installed business away from 
them.” 

Market tests showed that this 
resistance was soon overcome be- 
cause many alert dealers turned 
self-installation sales into store- 
installed sales anyway or opened 
| outlets to handle Kentile on a self- 
installation basis entirely. 


“How successful has Kentile ad- | 


vertising been? Well, thanks to the 
client’s willingness to experiment 
with us, the flooring business has 
been pretty much revolutionized. 


found Kentile had a price advan-| conflicting statements or exagger- 


‘ated claims. The liquor trade is 


covering and we had an idea that | 


Just look at the number of com- | 


panies now on the band wagon.” 


gw The last case history presented 
by Mr. Ryan was concerned with 
the business paper advertising of 
Early Times, reportedly the lead- 
ing straight whisky in the country. 

“If you are at all acquainted 
with liquor trade magazines, you 
know there is no field in which 
_competing brands shout louder for 


quite used to this by now and 
takes it all with a grain of salt.” 


To counteract it, R&R used car- | 


toon ads with headlines like, “We 
never feed baloney to the trade,” 
“No wild pitches for our dealers” 
and “We never tell fish stories to 
the trade.” 

“The entire approach was greet- 
ed with whoops of delight by the 
trade...We weren't worried about 
‘wasting’ our headlines this way 
for a simple box in each advertise- 
ment told the retailer exactly what 
we wanted him to repeat to his 
customers. And so long as we reg- 


istered these one or two points, | 


we knew the ads would 
plish their purpose.” 


accom- 


@ In the course of his talk, Mr. 


Ryan made some telling remarks 
on television advertising. 


“Do you remember in the early | 
days of television when demon-| 


stration was going to be the solu-| 


tion for all clients’ problems on) 


the TV screen? Admittedly, tele- 
vision can demonstrate a product 
in the home to a degree never con- 


ceivable before. But by now we) 
ought to realize that demonstra- | 


tion per se is a part of, not a sub- 
stitute for, creative selling, partic- 
ularly in products that have to 
strain to apply demonstration. 

“I have seen the 


sion more times than I care to 
remember, but I 
unimpressed with the arguments 
that accompany most of the dem- 
onstrations. I have yet to see a 


demonstration of cigaret smoking, 


that struck me as effective a de- 
vice for selling cigarets by TV as 
was the chant of the tobacco auc- 
tioneer on radio.” 


Moss Issues Sales Memos 


Moss Associates, New York 
agency, has issued the first of a 


| monthly “ten-minute summary” of 


new ideas in selling, sales manage- 


budgets of $5,000 to $100,000 who 
operate without advertising man- 
agers.” Copies are available from 
the agency without charge at 415 
Lexington Ave., New York 17. 


Gauley to Maujer Publishing 

E. R. Gauley wil! leave as man- 
ager of Rock Products and v.p. for 
Maclean-Hunter Publishing Corp., 
Chicago, on April 30 to join Mau- 
jer Publishing Co., St. 
Mich. (Industry & Power and Con- 
sulting Engineer), as v.p. and gen- 
eral manager in charge of all op- 
erations. 


art of beer) 
drinking demonstrated on televi- | 


am singularly | 


Joseph, | 


Old Gold Offers 
Choice of Size 
in New Campaign 


| New York, April 9—P. Lorillard 
Co. will begin advertising king- 
size Old Gold (AA, April 6) side 
‘by side with standard-size Old 
|Gold cigarets April 21. 

The promotion will start with 
/1,000-line or bigger ads in 243 
/newspapers, backed up by com- 
/mercials on the tobacco maker’s 
six Old Gold network radio and 
TV shows. This will be followed 
by magazine and point of sale sup- 
port. The ads will invite smokers 
to enjoy the “crowning taste treat 
in king-size.” 

Lorillard is the third of the| 
cigaret industry’s Big Five to give 
smokers an either-or choice on its 
No. 1 brand. Liggett & Myers initi- 
ated the trend, and Philip Morris 
was the first imitator. Like Ches- 
|terfield and Philip Morris, king- 
size Old Gold will retail for about 
1¢ more than the regular pack. 


|in recent months has experienced 
_the most turbulent times in its 
_history. Never has the industry 
seen so much switching of brands 
and product loyalties. Not since the 
| days of Turkish cigarets before 
| World War I have smokers had so 


|/many brands to choose from. 
! 
| 


a “In years past the individual 
cigaret manufacturer could con- 
centrate for the most part on one 
leading brand. Now he must decide 
what he is going to do, not only 
about a regular-length cigaret— 
but also about one or more king- 
size brands, a filter type and pos- 
sibly even a cork tip. 

“If the manufacturer neglects 
these other types, he may be miss- 
ing a corporate opportunity. That’s 
where much of the _ industry's 
growth is taking place. It’s sizable, 
too. For smokers spent better than 
$500,0C60,000 in 1952 for cigaret 
brands that were not among the 
six leaders.” 


a Mr. Ganger said the demand for 
Lorillard’s newest brand, the fil- 
ter-tip Kent, “still surpasses our 
present capacity to take care of all 
markets.” 


a It’s anybody’s guess as to! 
whether American Tobacco Co.) 
(Lucky Strike) or R. J. Reynolds | 
Tobacco Co. (Camel) will fall in| 
line next. The odds are on the for- | 
mer. 

Meanwhile, Brown & Williamson 
is pinning all of Raleigh’s sales 
hopes on king-size, with a com- 
'plete switchover from the stand- 
ard length now in progress. 

The stampede to long cigarets 
is clearly customer-inspired. An- 
nouncing the Old Gold move, Lor- 
illard President Robert M. Ganger 
pointed out: 

“Today king-size cigarets ac- | 
count for 18% of total consump-| 
tion, contrasted to only 4% six. 
years ago...If these trends contin- | 
ue to hold, it means that close to | 
half of present smokers of popular 


| 


ment and advertising called “Moss brands are vulnerable to king-. 
Memos.” The “memos” are aimed size.” 
at sales managers of consumer 
5 ¢ anies “with advertising , 
goods companies th adv es In his report to stockholders 


this week Mr. Ganger said that 
1952 was the best sales year in the 
company’s history, with a volume 
of $214,000,000. Net income was 
$5,700,000—-or $2.01 per common) 
share, compared with $1.78 in| 
1951. Sales for the first quarter 
of this year are running ahead of 
those for the corresponding period 
in 1952, he added. 

The Lorillard executive painted 
this picture of the industry for 
shareholders: 

“Certainly the cigaret business 


He left the impression that the 
future of king-size Embassy is un- 
certain, though its “recent rate of 
growth has been faster than that 
of the king-size field.” 

Mr. Ganger added that “it is 
much too early to prognosticate on 
Embassy’s future, except to say 
that we will continue to merchan- 
dise and promote the brand—and 
watch developments closely.” 


ARF Has Room for 
Newspapers: Kobak 


St. Louis, April 8—Edgar Ko- 
bak, president of the Advertising 
Research Foundation, yesterday 
invited newspapers to join the 
ARF. 

He said the organization’s media 
subscribers now include most lead- 
ing magazines and all radio and 
TV network companies, and that 
they are represented on ARF's 
board of directors. “We have kept 
one media directorship open so 
that newspapers may be repre- 
sented on the board just as soon as 


a sufficient number of them join 


the foundation,” he said. 
Mr. Kobak, who spoke at a meet- 


‘ing of the St. Louis Advertising 
_Club, said the ARF has three new 
|projects under way: 


A buying 
habits study, an exploration of the 
status and development of motiva- 
tion studies in the advertising field, 
and an economic and marketing 
data project. 
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‘Omaha World-Herald’ Report on Consumer 
Buying Shows New Brands Wreak Havoc 


(Continued from Page 3) 
accounting for at least some of 
Aunt Jemima’s loss. 

The World-Herald’s report is 
part of the annual consumer report 
made by 17 newspapers and orig- 
inated by the Milwaukee Journal. 
The questionnaires were filled in 
at home by 2,500 families selected 
at random and returned personal- 
ly to the newspaper to be checked 


by trained interviewers. The sam-. 


ple represents 3.0% 
area population. The area covered 
comprises Omaha and Council 
Bluffs, Ia. 


of the total | 


at the expense of all the other 


brands on the list. Nescafe, in first | ; 
place last year with 46.0%, drops 


'to second place now as the choice 
of 23.4%. Borden’s, last year’s sec- 
ond choice (21.3%), goes to fourth 
place, with 7.5%. Third place is 
held by Sanka, which nosed out 
Borden’s, but this brand also fell 
in popularity, from 10.8% to 9.0%. 
Chase & Sanborn dropped from 
'8.7% last year to 2.1% this year. 


| teresting brand changes took place 
in this product category, instant 
_coffee rose in popularity with the 


|Omahans. Nearly twice as many 


® The most striking change in| 
brand preference revealed by the, 
report is in the field of instant) 
coffees. Maxwell House 
coffee, indicated as the choice of 
5.5% in the newspaper’s survey 
last year, was the preferred brand 
for 58.0% in this year’s report. 
Maxwell House’s gain was made 


| 


this year indicated they use in-| 


stant coffee. The figures are, from 
13,177 families in 1952 to 25,489 


instant | families in 1953, with a corollary 


gain in percentage. 


@ On the whole, the survey shows 
no notable changes in brand pref- 
erence, aside from those indicated 
above. Leading brands tended to 
lose or reflect great fluctuation in 
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|mnew brands had been introduced. 
| {In product categories where no 
|new brands have appeared, lead- 
ing nationally advertised brands 


m| have shown a tendency to make 
§| discreet but steady gains over the 


| last four years or so at the expense 


For example, among 13 nation- 
ally advertised cream shampoos, 
| where only two new brands were 
| introduced, one in 1950 and one 


4 jot competitors. 
| 


'in 1951, the two leaders, Lustre) 
|Creme and Shasta, show a steady | 
ma gain in popularity, while the next. 
ma | three brands show a slight loss for | 
Saieach year. 


Lustre 
1950 


still in the lead, shows a fluctua- 


tion for the past four years of. 


34.9%, 42.5%, 36.2% and 29.6% 


year with 8.6% 


Drene has dropped steadily in 


At the same time that these in- | ff 


| popularity only when a number of | 


\ eS] 
| 


| Rayve (1.6%). 


|@ Camel cigarets continue to be 
| the favorite among men, but show 


Creme has! 
ma; moved from 21.9% in 
m. 31.1% in 1953 and Shasta from | 
See) 11.7% in 1951 to 14.9% in 1953. 


|}emerges from third place. Ches- 


1/1950 to 21.6% 
| Strike, on the other hand, has 
|# Among the 14 brands of liquid) gone from 23.6% in 1950 to 17.2% 
shampoo, however, there have been | 
five new brands introduced, three. 
this year, and the losses are re-| 
flected in the leaders. Halo, while | 


| 21.2%. Pall Mall, the second placer, 
in the latest year. Drene lost its) 
second place to White Rain, which | 
arrived on the scene last year.) 
White Rain entered the report last | 
of the market, 
third place, and this year rose to. 
|20.2% to capture second position. 
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MEDIA BREAKDOWN-—This chart shows how Lever Bros. Co., the 


| nation’s fifth largest advertiser for the past two years, allocated 


its magazine, farm magazine, newspaper supplement, network ra- 
dio and network TV expenditures from 1948 through 1952. The 
38% figure for network TV almost exactly parallels the percent- 
age for the other two members of the “Big Three” in the soap 
field: Procter & Gamble allocated 37% of its comparable budget 


How Lever Bros. Allocated Ad Budgets, 1948-1952 - 


oO 


Y NEWSPAPER 
Us SUPPLEMENTS 


°, 


NETWORK 
RADIO 


to TV, and Colgate-Palmolive-Peet put 38% of its similar budget 
into the same medium. Lever’s dollar expenditures for each year 
are shown at the base of each column, with 000,000 omitted. This 
chart covers only Lever’s expenditures in the five media listed, 
and does not include newspaper advertising, outdoor, spot radio 
and television, etc. The figures are from Leading National Ad- 
vertisers Inc. 


preference in the report since 1950, reflected only 7.4% of the choices | station coverage data. They are 
| 


from 23.4% 
this 13.6%, third place. Fitch, in ily 


losses. The three newcomers in | Lucky Strike. 
this year’s report are Charles An- | 12.0% 
tell (3.1%), Finesse (2.0%) and Viceroy, 


a steady decline, from 29.3% in 1.0% 


1950 to 24.7% in 1953. For the first 


time in this period, Lucky Strike Delco Promotes Williams to 


drops out of second position, mak- 


ing way for Chesterfield, which | 
X : ~~ | vision’s 
terfield has climbed from 16.8% in 


this year. Lucky | a 


this year. 

Chesterfield continues to be the 
favorite brand for women, and) 
this year shows a gain, to 22.8% | 
as compared with 19.6% in 1952, 
recouping its loss from  1951’s 


also shows gains, pushing Lucky 
Strike out of that spot. Last year, 
Pall Mall vied with Philip Morris 
for fourth place, both being pre- 
ferred by 12.4% of the respond-| 


James R. Williams 


ents. This year it scored 14.5%, Nielsen Adds Nine Agencies 


beating Lucky Strike, 14.3%, by 


to 22.4%, 20.5% and in the report. Camel, pretty stead- 
in third place, 
fourth place this year, also reflects down to fourth to make way for | 


of the choices. 

the only new brand 
_of cigaret to appear in this market | Co., 
according to the report, shows up 
only among the women’s choice, 
where it gained a foothold with |Co., New York. 
of those answering. 


Ad, Sales Promotion Manager 


Sullivan, Stauffer, agg 

, Bayles, New York; Doherty, Clif- 
2 gebesacag nem ford, Steers & Shenfield, New 
York; Sherman & Marquette, Chi- 
cago; Hewitt, Ogilvy, Benson & 
Mather, New York; Ruthrauff & 
Ryan, New York; William Esty 
New York; Cunningham & 
Walsh, New York; Weiss & Geller, 
New York, and Erwin, Wasey & 


Camel recorded | 


_— Name Foltz-Wessinger 


Sieling Furniture Co., Railroad, 
'Pa., has reappointed Foltz-Wes- 
|singer, Lancaster, Pa., to handle 


James R. Williams, with the di- |advertising and promotion. The 
advertising 


department | agency had the account from 1947 
since 1949, has'ito 1952. Stewartstown Furniture 
been promoted io|Co., Stewartstown, Pa., has ap- 
advertising and_/pointed the agency also. Arthur R. 
sales promotion |Griffes, formerly with W. H. Long 
manager of the|Co., York, Pa., has joined Foltz- 
Delco appliance’ Wessinger as an account manager. 
division of Gen- 


teen s a Stephens Joins Wetzel Bros. 
SE sie Bernard J. (Barney) Stephens, 
° ane oe a specialist in display materials, 
Ohi State Uni has joined the Milwaukee sales 
oO eae =~“ staff of Wetzel Bros., Milwaukee 


a A a8 — printer and lithographer. 


Rochester adver- 


‘tising circles for a number of years. Azrael Adds Two Partners 


George Avis and Sara L. Polack, 
|for many years associated with 
Azrael Advertising Agency, Balti- 


A. C. Nielsen Co., Chicago, has | more, have been admitted to gen- 


a slight margin. In 1950, Pal! Mall added nine new agencies for its eral partnership. 


the New York station 
where listeners listen 
and sponsors sell... key 
station of the MUTUAL 
Broadcasting System 


Ad 
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HALL OF FAME—There’s a plastic model in each of these display 
shots taken at POPAI’s first Hall of Fame for successful merchan- 
dising displays ond ideas, and only one (far left) is special 
equipment. Motif for the Palmer House exhibit was the rotating 
spheres carrying colored Crystafoom merchandise models (right), 


and designed by W. L. Stensgaard & Associates, Chicago. Wood- 
en Indian (center), designed by Silvestri Art Mfg. Co., Chicago, 
for Pontiac division of General Motors, is actually reinforced | 
plaster composition. The Bendix washer-dryer display (left) was 
designed by Kling Studios Inc., Chicago. 


to such special media as classified 
telephone directories and Western 
Union’s Operator 25, and to opera- 
tions where the dealer “cooper- 
| ates” simply by donating space. 
There are also 73 illustrations 
drawn from outstandingly suc- 
cessful manufacturer-dealer cam- 
paigns. 


LeTourneau Promotes Burke 
Dan Burke, in the company’s ad 
department as advertising layout 
artist since 1946, has been pro- 
moted to advertising promotion 
supervisor of R. G. LeTourneau 
Inc., Peoria, Ill., maker of earth-| 
moving and construction equip-| 
ment. 


White to Leave His Agency 


Harm White, founder of White} 
Advertising Co., Cleveland, will 
retire at the end of April, turning 
his agency over to Lee Sattler and 
Car] Ritchie, who have been asso- 
ciated with him in the agency as 
account executives. 
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American Stores Backs TV 
American Stores Co., Philadel- 
phia retail food chain, a direct ad- 
vertiser, has contracted to sponsor 
“Lunch With Uncle Pete,” a half 
hour television show over WPTZ, 
Philadelphia. Initially, the pro- 
gram will be used to promote 
American's bread, milk, jams, pud- 
dings and other items used in 


children’s lunches. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y.19 © CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


terial will be available for dealers. 
| DArcy Advertising, New York, 
is the agency. 


Gerber Sets Its Ad, 
Promotion Plans for 


National Baby Week Print Producers Elect 
L. R. Shillabeer, president of | 


FREMONT, Micu., April 7—Ger- Canadian Photo Copy Co., has been | 
ber Products Co. has planned an elected president of the new Assn. 


Book Shows How to 
Make Cooperative 
Advertising Pay 


New York, April 7—Successful AN ’ 
cooperative advertising is a lot | 


advertising and promotion sched- | of Photostat Print Producers, Tor- more than splitting costs between | 


isd 
os 


ule for National Baby Week, April 


25-May 2, “designed to reach ev- |S. W. MacAdam, MacAdam Photo | a fact that is documented in every |, 


ery young mother in America.” 
Gcrber will push its new teeth- 
ing biscuits, along with four baby 
cereals, barley, oatmeal, rice and 
cereal food, with four-color pages 
in Better Living, Everywoman’s 
Magazine, 
Look and Woman’s Day. 


#® There will also be full and frac- 


tional pages in 16 women’s serv-| 


ice and romance magazines and 


Family Circle, Life, | 


| onto. Other officers elected are T. 


|Ltd., v.p.; Ed Fielding, Brigdens 
|Ltd., secretary, and Tom Phair, 
‘Repro-Graphic Print Service, 
| treasurer. 

| 
_Lewal Names Finkelstein 
partner in Manor Films, New York, 
has been named promotion direc- 


‘tor of the new products division of | Hutchins Advertising Co., he is not | 


'Lewal Industries Inc., Brooklyn, 


chemical products. 


baby books. Gerber’s “Bringing | 


Up Baby” feature will run on the 
women’s pages of 86 newspapers 
in 85 cities. A number of metro- 
politan areas will see two- and 
four-color pages in newspapers 
and partial pages in b&w. 

Gerber will push the five prod- 
ucts and baby week on its portion 


of the ‘““‘Kate Smith Hour” on NBC. 


The company will also advertise 
in medical journals, and use di- 
rect mail and cereal samples aimed 
at new mothers. Point of sale ma- 


Rick Marrus Forms PR Unit 


Rick Marrus Associates, New 


York agency, has created a public | 


relations department as a service 


ment is Murray Gelman, assistant 
to the agency’s president. 


Fn tee 
\ 
; 5 ® With this in mind, Mr. Hutchins | & 

to its clients. Head of the depart- | has gone through the various me- ne 


Gale Bros. Names Stanfield 
Harold F. Stanfield Ltd., Mont- 
real, has been appointed to handle 
advertising for Gale Bros. Ltd., | 
Quebec City manufacturer of) 
American Girl shoes. 


Edward W. Finkelstein, formerly | 


manufacturer of Instant household | advertising. Instead, his book is a} 


|yield the highest possible sales| 
| 


‘the manufacturer and the dealer, | 


|chapter of “Cooperative Adver- | 4 
| tising—The Way to Make It Pay,”|\ ><“ 
| just published by Ronald Press Co. \ 5 4 
| ($6). \ 
| Though M. S. Hutchins, the au-| 

| thor, has behind him 30 years’ ex- 


| perience in the field as founder, 
| president and board chairman of | 


\ yu 
» 
\ F ie. * 


attempting to “sell” cooperative | 


| 
‘compact, clearly written guide 
/aimed at helping dealers and man- 
ufacturers to get the most from) 


| their cooperative efforts. Pd,’ 


‘dia, discussing standards for eval- 
j/uating cooperative advertising, 
| methods for obtaining and placing 
‘it and steps necessary to make 


'sure that such promotions will | 


PHOTO ENGRAVING 
_ Winols Str 
aes i Telephone: 


and profits. 
His thorough treatment extends 


Sor Boric Bu 
The password to successful selling in highly F pars 
competitive New York is ““WOR radio”. 84 IMPORTANT 
INDUSTRIAL AND 
Advertisers have learned that WOR unlocks aes 
TRADE MARKETS Des 


countless doors in its vast 14-state, 26,000,000- 
listener area and, more important, produces 
outstanding sales results. 

For instance, a prominent laundry product 
advertiser used WOR and fifty other stations 
from coast to coast, offering a premium to get 


more women to try his product. Here, in the 


agency’s 


“‘Here’s good news about WOR’s outstanding work 
for us... WOR pulled 25% of our total U.S. returns.” 


It will pay you to learn how “WOR radio” can be 


the password for your product. 


own words, are the results: 


Refer First to the 
1953 MARKET DATA & 
DIRECTORY NUMBER 
Industrial Marketing 
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For HIGH volume 


Ma Onn 


Sales. 


cultivate this proved 
market of 1,518,883 


growing families! 


High volume mail order sales 
thru the Our Sunday Visitor 
—Register UNIT are the re- 
sult of positive reader confi- 
dence and proved reader 
response. 


Prominent national mail or- 
der advertisers value the vast 
buying power of the OSV- 
Register UNIT—and they take 
full advantage of its many 
benefits. 


Why don’t you? 


When your product can be 
sold by mail, by all means let 
us supply you with helpful 
facts and information to begin 
a trial campaign soon. A letter, 
telephone call or wire from 
you places our service at your 
immediate disposal. 


All we ask is the oppor- 
tunity to prove this UNIT’s 
worth to you in dollars and 
cents. After you've tasted this 
high volume mail order re- 
sponse from coast to coast 
you'll realize you have a 
brand new sales market for 
your product—a new market 
for steady, high-volume, prof- 
itable sales! 


1,918,883 


WEEKLY CIRCULATION 
(June 30, 1952) 


NATIONAL REPRESENTATIVES 


(0 Bertolet a Ce.ne 


——CHICAGI— 
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Cleveland PO Chiet 
Plans 10% Penalty 
for Late Mailers 


(Continued from Page 1) 
later than the day for which it’s 
| postmarked,” the postmaster said, 
adding: 

“We're finding a lot of com- 
|panies sending in metered mail 
with postmarks two and three days 
| old—on parcel post as well as first 
| class.” 


# The postmaster said that so far 
he has only been spot checking, 
but he intends to assign an in- 
vestigating crew to “nail some 
of these people.” 

His promise followed a survey 
in the Cleveland Press telling of 
some untimely delays in the mail- 
ing service from scattered cities in- 
to the Cleveland post office. 

To this was added the complaint 
of a Cleveland housewife, who told 
of waiting 13 days for some litera- 
ture mailed from downtown. 

Postmaster Prosser said it was 
another case of a company that 
never mailed the package and 
“then tried to pin the blame on the 
U. S. mail service.” 


Dailies Cost More Per Copy 

Higher per copy prices for daily 
newspapers became a “definite 
trend” during 1952, according to a 
survey by the American Newspa- 
per Publishers Assn., New York. 
While, in 1951, out of 1,762 dailies, 
1,594 sold at 5¢ per copy, the num- 
ber declined to 1,517 in 1952. The 
number of 6¢, 7¢ and 10¢ news- 
papers went from 29 to 168. In 
addition, in i951 there were 122 
Sunday newspapers selling at 
more than 10¢, while in 1952 the 
number increased to 165. 


To Schmitt, Moffett & Gehring 

William H. Melvin Jr. has joined 
the staff of Schmitt, Moffett & 
Gehring, Cincinnati advertising art 
studio. Formerly he was associated 
with Ralph H. Jones Co., Cincin- 
nati agency. 


P&G, Other Big Sponsors Forced 
to New Tactics by High TV Costs 


(Continued from Page 1) 
TV) and from live. to film—has 
been filled with crises, with the 
comedian in and out of hospitals 
frequently. 


® P&G will retain Mr. Skelton’s 
7 p.m. spot for the Paul Winchell- 
Jerry Mahoney program. The lat- 
ter currently is budgeted at about 
$20,000, compared with approxi- 
mately $40,000 for the Skelton pro- 
gram. Young & Rubicam negoti- 
ated the contract for Mr. Winchell, 
who is now sponsored on alternate 
weeks by Crosley (Benton & 
Bowles) and Speidel (Sullivan, 
Stauffer, Colwell & Bayles). Fea- 
tured products on the Winchell 
show this fall will be Cheer (Y&R) 
and Camay (B&B). 

The ventriloquist’s present spon- 
sors plan to keep their time—Mon- 
day at 8 p.m., EST, on NBC-TV— 
but have not decided on a replace- 
ment program. 


# Cancelation of Mr. Skelton 
leaves Tide, which dropped “Those 
Two” (NBC-TV) as of April 24, 
with no network TV vehicle. Fu- 
ture advertising strategy for this 
brand, hottest in the P&G stable, 
is now in the planning stage. Video 
should not be counted out for the 
summer months. 

Another Benton & Bowles-placed 
telecast, “The Doctor,” now aired 
on NBC at 1 p.m., EST, for Cheer 
and Camay, is not expected to be 
renewed at the end of the current 
cycle. The future of “Beulah” 


| (ABC-TV), which advertises Dreft 
and Oxydol 


(Dancer-Fitzgerald- 
Sample), also is uncertain. 


# Meanwhile, the soap manufac- 
turer’s six other network telecasts 
will continue. Under consideration 


for the fall schedule is a 4 to 5 


eliminate 
~ handset 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Phototype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 
ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 
Dept. A20, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


type 


with 
WARWICK 
PHOTOTYPE 


C warwick puororver J 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


p.m., EST, cross-the-board parlay 
on NBC-TV. 


tion-time woes is NBC. Although 
its “Show of Shows” has had the 
competition reeling for 90 minutes 
on Saturday nights for months, 
the program’s future sponsorship 
lineup is far from set. Fact is, the 
network is still in the process of 
contract talks with Max Liebman, 
who produced the Sid Caesar-Imo- 
gene Coca stanza and has not yet 
quoted a fall price to advertisers. 

Of the three full 30-minute 
backers of “Show of Shows,” only 
one seems a fairly good bet to re- 
turn. Camel does not expect to 
renew. Prudential may if the price 
isn’t hiked too much. Lehn & 
Fink’s renewal is highly doubtful. 


# In a recent speech, Edward 
Plaut, president and chairman of 
Lehn & Fink’s board, pointed out 
that the sales of products featured 
on the telecast have risen spectac- 
ularly in the last year—but the 
greatest percentage increase came 
in non-TV cities, a mystifying fact 
which has not yet been explained 
to his satisfaction. 

He said TV’s costs are becoming 
so “cock-eyed” he didn’t see how 
Lehn & Fink would be able to go 
along after the expiration of the 
current contracts. 

Another advertiser still waiting 
to hear what the price is for next 
season is Colgate-Palmolive-Peet 
Co., which expects the network to 
ask for more money for the “Com- 
edy Hour.” This Sunday night 
hour show, which wages a see-saw 
rating fight with “Toast of the 
Town” (CBS-TV), already costs 
Colgate about $5,000,000 annually. 
Until the program budget is pre- 
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‘star Fred Allen. 

| Following “Two for the Money” 
‘on CBS-TV’s Saturday night lineup 
will be “My Favorite Husband,” a 
| situation comedy with Joan Caul- 
| field and Barry Nelson. Sponsor 
credits will go to Simmons Co. and 
| International Silver Co., through 
Y&R. 


The network with the most op-| 


St. Louis Kills Bus Radios 


Radios have been discontinued 
in buses and the street cars in St. 
Louis. Insufficient revenues and 
preparation for the establishment 
of television facilities by KXOK- 
FM caused the end of the operation, 
according to Transit Radio Inc., 
Cincinnati, seller of the St. Louis 
equipment. 


Drop Crosley ‘Voice’ Contract 


The Voice of America contracts 
the State Department has with 
Crosley Broadcasting Corp., Cin- 
cinnati, for use of its two trans- 
mitters at Macon, O., will not be 
renewed June 30, according to 
Robert Earl Johnson, new adminis- 
trator. 


AND BOOKLETS 
A \AU/ a 


BEAUTIFU 


sented, the Colgate executives) 
don’t know whether the increases 
will be staggering or in line with | 
what they can afford. 


| 
® One worry—Milton Berle—has | 
been lifted from the shoulders of | 
NBC’s sales chiefs. Uncle Miltie, | 
dropped by the Texaco Co. at the| 
end of a five-year run, after the 
program costs were hiked from 
$59,000 to $90,000 a week, will 
work two weeks out of three next 
season for Buick. This keeps the 
show in the hands of the same ad- 
vertising agency, Kudner. With 
time charges, the program will cost 
Buick about $150,000 weekly. 
Bob Hope will share the Tuesday 
8 p.m., EST, time with Mr. Berle 
next season. He will make ten 
appearances for General Foods 
(Y&R), which will continue to, 
present him five mornings and one 
night weekly on NBC-AM. 


es Mr. Berle will fill 26 of the 
39 weeks of the regular season. 
The other three will feature origi-| 
nal TV plays by Robert Sherwood, 
also under Buick’s sponsorship. 

CBS television, meanwhile, is 
out to give NBC a run for its mon- 
ey for the Saturday night audi- 
ences. Jackie Gleason, lured away 
from the DuMont television net- 
work last fall, has pushed the “All 
Star Revue,” which boasted the 
highest priced Broadway and Hol- 
lywood talent available, into limbo. 

Beginning next fall, Columbia 
will enter sponsored competition 
against “Show of Shows.” Herb 
Shriner’s “Two for the Money,” 
backed by Old Gold, will be pitted 
against Mr. Caesar and Miss Coca 
at 9 p.m., EST. This program got 
its start on NBC, but is not a net- 
work package. 


| 
| 
| 
| 
| 
"| 


ws The NBC spot vacated by Herb 
Shriner’s move to CBS will be. 
filled by a new audience-partici- 
pation show, “Judge for Yourself.” | 
Also sponsored by Old Gold (Len- 


nen & Newell), this program will 


NDING 
pLastic Bl 
your OWN OF 


RIGHT ! or HOME 


TAUBER PLASTIC BINDING KIT 


This beautiful plastic 
and cold rolled steel 
punching machine 
will soon become a 
) useful tool for your 
office and home. You 
select the proper size 
and color Tauber- 
Tubes from the clever 
cavities in the all 
plastic base of the 
punching machine. 


YAY 


To insure fool proof 
punching the machine 
is equipped with 
two adjustable back 
gauges and one side 150 
gauge. 


PUNCH TWO TAUBER- 
TUBE HOLES ATA 
TIME THROUGH ABOUT 
15 SHEETS OF PAPER, 
DEPENDING UPON 
WEIGHT OF STOCK. 


NYY 
ZZ 


MACHINERY REQUIRED! 


Permanent 


Tauber Tubes 
are supplied with each kit. 


ONLY TWO SIMPLE STEPS TO 
BIND WITH THE TAUBER-TUBE 


INSERT THE TAUBER-TUBE 
BINDING BY HAND...1N 
SECONDS. NO EXPENSIVE 


TAUBER PLASTICS, INC. 
200-A Hudson St. New York 13, N.Y. 
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.y" Spingarn Warns * Last Minute News Flashes = 325th TV Station 
ul s : . i 1 
a . ’ BBDO Appointed by Maine Sardine Industry Permit Since End 
ul- Ag ; B y | Avucusta, Me., April 10—The Maine Sardine Industry today ap-. ‘Freeze’ Issued 
sor alns u er | pointed Batten, Barton, Durstine & Osborn to handle its Mh e u 
ind | which runs from $500,000 to $750,000 a year. Eight agencies competed | Pe pen on ty = My Bay 62) 
- Beware Theory | in the final competition (AA, Feb. 9). | ASHINGTON, April ix new 
a | |television construction permits 
‘Quaker Oats Offers Friendship Pin Premium were issued this week, bringing the 
(Continued from Page 1) | Curcaco, April 10—A 24-carat gold plated “friendship” pin in the | tal number of grants since July 
ad Office Department to act to pre-| ‘form of a ribbon bow with an initial attached is being offered as a| | > iy for commercial Reece 
St. vent unfair practices and the per- | /premium in packages of Quaker and Mother’s Oats. Quaker Oats Co. _ ‘ a aenotaga” tien psa 
nd petration of frauds, was that they ‘is using Sunday comics sections and 91 newspapers to promote the pe Age id rs a eT 
ent should be operated, or their pow- offer. In addition, the pin will be plugged on the company’s segment | edith 3 a cece wear sc. 
K- ers should be exercised in the in- jot Mutual’s across-the-board “Queen for a Day” daytime show. Sher- | Seance Cal: ‘Cedar Rapids “to 
on, terest of the general public and man & Marquette is the agency. ’ ” ’ ” 
1C., that such interest should be sub- kaiser engineers... ae: : ; been ges Falls, ee ti 
uis stantial and specifically and posi- a Jergens Plans Combination Lotion-Shampoo Offer =, The, Processing of TV. applica- 
tively shown to be adversely af- te et ee eet | CINCINNATI, April 10—Andrew Jergens Co. will use one-third pages | mid-March when. tae: lene 
act fected before the power 15 used. in 40 local Sunday newspaper comics supplements beginning in June | Communications Commission com- 
t OPENER—This page in the Wall Street to offer its lotion and Woodbury shampoo—a “75¢ value’’—at a com- ‘pleted its first “go-around” through 
ith s The Secretary’s intervention cli- Journal _— 5 —"h the first Prete bined price of 49¢. Robert W. Orr & Associates, New York, is the agency. nearly 1,000 applications which 
in- maxed nearly five years of con-| iot" 3! Kaiser Co., Oakland, Col. Weekly : poured in after the lifting of the 
1S- troversy om the question of wheth- insertions in the Journal and trade publi- 1953 Media Schedule Revealed by Clorox construction freeze. 
= rd — ee comma rage cations will be used through Harrington-| OAKLAND, CAL., April 10—Clorox Chemical Co. will use dominant- 
O e iife of a pattery. lie the Richards, San Francisco agency. : ; ilies. ; ; : : ’ ss 
is- Post Office and FTC were both eres re id size ads in 700 dailies, 21 magazines (including women's, farm and gen s At tne end of the first go-around 
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attacking AD-X2 on the basis of 
technical data supplied by the Bu- 
reau of Standards, the Senate small 
business committee published re- 
ports by Massachusetts Institute of 
Technology and commercial lab- 
oratories supporting some of the 
claims for the product. 

Neither the Secretary nor Mr. 
Shaeffer would elaborate public- 
ly on the remarks which were 
made before the Senate small busi- 
ness committee. They are reported 
to feel that the government should 
not proceed against a product oth- 
er than a food or drug where there 
is no evidence of a harmful ef- 
fect, and conflicting evidence of 
its value. 

The Commerce officials were re- 
ported to feel that AD-X2 is a 
product of this type. None of the 
tests suggest AD-X2 is harmful. 
While there is conflicting scien- 
tific data on its usefulness, the 
records of the manufacturer show 
repeat sales, indicating that the 
product wins acceptance “in the 
play of the market.” 


s Meanwhile, Commissioner Spin- 
garn ripped the curtain of secrecy 
away to disclose FTC’s role in| 
challenging the advertising for the 
product. He said there can be no 
question about FTC’s fairness in 
the matter. 

According to his play-by-play 
account, the commission had been 
investigating the product on the 
basis of a complaint fiJed by the 
Better Business Bureau of New 


York City on June 17, 1949. While 
the commission had obtained data | 


ond report from the National Bu- 
reau of Standards was received by 
the commission, the select com- 
mittee on small business of the 
United States Senate had indicated 
that additional tests were desired. 
The commission took no part in 
arranging the additional tests, and 
is holding in abeyance further ac- 
tion on the matter pending the 
completion of tests which will re- 
solve the issues.” 

Commissioner Spingarn said he 
is not prepared to pass on the mer- 
its of AD-X2, “but the considera- 
tions of public policy underlying 
our statutory function in this gen- 
eral field, in my opinion, are sound. 
It would be contrary to the best 
interests of both the American 
business man and consumer to turn 
back the clock 40 years or more 
and re-establish the doctrine of 
caveat emptor.” 


s The Post Office Department 
entered the case March 18, 1952, 
charging that Mr. Ritchie and his 
associates obtained money through 
the mail “by false and fraudulent 
pretenses, representations and 
promises.” 

When hearings were held, Oct. 
13 and 14, Mr. Ritchie was not 
represented and did not appear. 
His subsequent efforts to reopen 
the record to submit data from 
tests at M.I.T. were denied and a 
fraud order issued Feb. 24, 1953. 
On intervention of Sec. Weeks, 
this was set aside March 2. 

Mr. Ritchie was in Washington 
Sept. 29 for a conference with Bu- 


eral publications), Jessie’s Notebook, and outdoor posters in major mar- 
keting areas in its 1953 campaign. Honig-Cooper Co., San Francisco, 
is the agency. 


Plymouth Buys ABC-TV Show: Other Late News 


e Plymouth Motor Corp., division of Chrysler Corp., Detroit, has 
bought ABC-TV’s newest dramatic show, “The Album,” starting April 
26. The 30-minute program will be called “Plymouth Playhouse.” N. W. 
Ayer & Son is the agency. 


e Ruthrauff & Ryan, Chicago, has been named to handle advertising 
and sales promotion for American Breeders Service, Chicago, artificial 
breeders of dairy cattle. 


e Paul Laidley Jr., formerly an assistant advertising manager with 
Lever Bros. Co., has joined the advertising sales staff of Better Living, 
New York. 


e Bristol-Myers Co. will break a promotion shortly offering a free 
bonus jar of Mum with the purchase of a money-back-guaranteed 39¢ 
jar. Two-column ads will run, beginning with June issues, in 24 maga- 
zines. Additional promotion includes the Pat Guinan newspaper’column 
in 19 cities, local radio shows in 14 markets and announcements on 
“Time to Smile” (CBS-TV). Doherty, Clifford, Steers & Shenfield, New 
York, is the agency. 


e Larus & Bro. Co., Richmond, has begun marketing Hale cigarets in 
Worcester, Mass., and Cincinnati. Premium-priced and equipped with 
a chlorophyll mouthpiece, the cigarets are being advertised in news- 
papers in both cities, radio in Worcester and television in Cincinnati. 


WILLIAM E. DAVIS 


Hearst Confirms 
New York, April 10—William E. | 
Davis, 34, eastern advertising man- | 


e ivertising man- Its Purchase of 
ager of Charm, a Street Smith | - 
publication, died yesterday in New “Sports Afield’ 


York Hospital after a long illness. | ae 
Born in Brooklyn, he was gradu- | a. fslbye April 9—As antici- 
ated from Hamilton College in| Pate y ADVERTISING AGE last 
week, Hearst Corp. today an- 


1940, then entered the INCUTERCS | | unced purchase of Sports Afield 
i ; i he served | . 9 : ‘eet 
business. During the war he 8 which has been published in Min- 


as a lieutenant in the ‘Navy. In| 


from the Bureau of Standards|reau of Standards and postal of- 
which “failed to justify the claims ficials. William O’Brien, assistant 
for the product,” it had requested | solicitor of the Post Office, sub- 


additional tests. After four years | initted an affidavit stating that 


of discussion the commission still | 
has not issued a formal complaint. 

After receiving an unfavorable 
report from the Bureau of Stand- 
ards on May 11, 1950, FTC in- 
structed its bureau of anti-decep- 
tive practices to try to negotiate a 
stipulation in an effort to elim- 
inate the disputed ads without lit- 
igation. 


s In the course of negotiations for | 
a stipulation, the manufacturer | 
questioned the sufficiency of the 
Bureau of Standards tests, and 
“the commission directed the bu- 
reau of anti-deceptive practices to 
secure an additional report from 
the National Bureau of Standards 
based on new tests of the product 
in question, simulating actual con- 
ditions of use insofar as possible. 

“New samples of the product 


Mr. Ritchie had declared in a pre- 
hearing conference Oct. 1, that he 
had no intention of appearing at 
the postal hearing and had been 
warned that failure to appear 
might result in a fraud order by 
default. Mr. O’Brien added that 
Mr. Ritchie called long distance on 
the eve of the hearing and asked 
permission to submit documents 
for the record of the Oct. 13 hear- 
ing. 

Subsequent to the hearing, Mr. 


| Ritchie pleaded error in failing to 


attend the Oct. 13 hearing and 
moved to reopen the record in or- 


der to submit the results of the test | 


at M.I.T. The petition was opposed 
by the Post Office and denied by 
the examiner whose report praised 
the thoroughness of the Bureau of 
Standards tests. 


1947, he joined the advertising de- | 9©4Polis. 
partment of Charm and was in the 
magazine’s Chicago office for about 
two years before coming to New 
York. 

Mr. Davis is survived by his 
wife, the former Katharine Wy- 
man, daughter of Phillips Wyman, 
v.p. and director of McCall Corp. 
and publisher of Redbook and 
Bluebook. 


R. E. MORGAN 

SEATTLE, April 10—R. E. Morgan, 
71, partner in the Pearson, Morgan 
|& Pascoe Agency, died here last 
Friday three weeks after he suf- 
fered a heart attack. 

Mr. Morgan, who was born in 


|joined Harry Pearson in the agency 
that later became Pearson, Morgan 
& Pascoe. He was assistant to the 
publisher of the Seattle Times in 
the 1920s, and for twenty years 
prior to that was ad manager, and 
later a v.p., of Frederick & Nelson, 
local department store. 


|Plymouth, England, was a partner | 
‘in the Arnold-Morgan Advertising 
‘Agency prior to 1946, when he| 


| Present editorial and other poli- 
cies of the publication will be con- 
|tinued, with Ted Kesting, present 
editor, continuing under a long- 
|term contract. Extensive improve- 
‘ments in the publication are also 
| planned. 
In announcing the _ purchase, 
Richard E. Berlin, president of 
|Hearst Corp., indicated that it is 
/merely the first of a series of ac- 
quisitions which the corporation 
\plans as part of a long-term ex- 
‘pansion program. 

Sports Afield becomes the 13th 
‘magazine published by Hearst 
|Corp. Others are Good Housekeep- 
‘ing, Cosmopolitan, House Beauti- 
|ful, Town & Country, Harper’s Ba- 
‘zaar, Motor, Motor Boating, and 
American Druggist, and four Brit- 
ish magazines: Vanity Fair, Good 


| 


there had been 299 commercial 
grants and 14 educational, in ad- 
dition to the 108 pre-freeze com- 
mercial stations. 

Despite the fact that most of the 
remaining applications, totaling 
more than 650, must await lengthy 
competitive hearings, the commis- 
sion has doled out 26 permits since 
the first go-around, mostly in cases 
where applications had _ been 
amended to avoid hearings, or 
where applications have come in 
since the original go-around. 

The commission is searching for 
a device to speed up action on the 
hearings which delay approval of 
additional stations for under- 
served communities, those with 
limited numbers of stations. As a 
result of amendments to applica- 
tions, conflicts were eliminated 
and the way cleared for several 
large city grants in the past few 
days. Among the cities which will 
be served are Des Moines, Knox- 
ville, Indianapolis, Salt Lake City 
and Boston. 

Of the stations approved since 
the hfting of the freeze, 57 have 
obtained special temporary author- 
izations which permit them to go 
on the air commercially. Under 
FCC procedures, stations ordinar- 
ily operate for several months be- 
fore formally obtaining licenses 
for the regular three-year period. 


® The 26 permits issued since the 
first go-around are (channels 2 to 
13 are v.h.f.; others are u.h.f.): 


Valley Telecasting Co., Yuma, Ariz., 
Ch. 11; J. E. O'Neill, Fresno, Cal., Ch. 47; 
Airfan Radio Corp., San Diego, Ch. 10; 
Sheldon Anderson, Tulare, Cal., Ch. 27: 
Western Slopes Broadcasting Co., Grand 
Junction, Colo., Ch. 5; Johnson-Kennedy 
Radio Corp., Chicago, Ch. 20; Marion Ra- 
dio Corp., Indianapolis, Ch. 26; Empire 
Coil Co., Indianapolis, Ch, 67; American 
Broadcasting Stations Inc., Cedar Rapids, 
Ch. 2; Rib Mountain Radio Inc., Des 
Moines, Ch. 17; Barnet Brezner, Alex- 
andria, La., Ch. 62; Community Television 
Corp., New Orleans, Ch. 32; E. Anthony & 
Sons, Boston, Ch. 50. 

Sparton Broadcasting Co., Cadillac, 
Mich., Gh. 13; Minnésota-lowa Television 
Co., Austin, Minn., Ch. 6; Montana Farm- 
er Inc., Great Falls, Mont., Ch. 3; Las 
Vegas Television Inc., Las Vegas, Nev., 
Ch. 8; Genesee Valley Television Co., Ro- 
| chester, N. Y., Ch. 27; Lewistown Broad- 
| casting Co., Lewistown, Pa., Ch., 38; New 
| England Television Co., Providence, R. 1., 
|Ch. 16; Grenco Inc., Greenwood, S. C., 
| Ch, 21, 
| Television Services, Knoxville, Ch. 26; 
Alamo Television Co., San Antonio, Ch. 


Housekeeping, Harper’s Bazaar and 35: KNAL Television Co., Victoria, Tex., 


Connoisseur. 


VICTOR P. BREHM 

MILWAUKEE, April 8—Victor P. 
Brehm, 60, advertising manager of 
L. J. Mueller Furnace Co., died 
here yesterday after a short illness. 


|Ch. 19; Mountain Empire Broadcasting 
Corp., Marion, Va., Ch. 50, and Utah 
| Broadcasting & Television Corp., Salt 
Lake City, Ch. 2. 


‘House Beautiful’ Gained 
In the Media Path section of AA, 


‘ I April 6, Living for You H >= 
-TUBE — obtained and transmitted to Turner to Universal Match ALAN GIB He was a member of the Milwau- aia osiaten aod that it po ad 
oe IM the ational Bureau of Standards) Roger E. Turner, formerly v.p. J. GIBSON kee Advertising Club. 172.8 pages in 1952 while the “other 
NSIVE for tests. — of Kemper-Thomas Co., Cincin-| New York, Apri! 10—4J. Alan _four home magazines showed a net 
ED! “The National Bureau of Stand- nati, and general manager of its Gibson, 41, eastern advertising Realtor N Mili loss of 122.03 pages,” quoting Pub- 
ards report dated July 21, 1952, | subsidiary, Park Avenue Mfg. Co., representative of House Beautiful, eallor Names er lishers Information Bureau as the 
again concluded that the tests has been appointed assistant sales | gjeg April 7 while on a business Butterly & Green Inc., Long source. PIB figures actually show 
143 failed to adduce evidence that the Manager of Universal Match Corp., 4... ; . ‘ ded the Island, N. Y., real estate operator, that House Beautiful recorded a 
; : taeti St. Louis. Robert P. Alberts, sales trip in Baltimore. He attende ns has appointed Miller Advertising | gain of 60.6 pages during the y 
use of this material would justify »*- —_ ° ’ University of Virginia, and before ; awed ‘© pages during the year, 
ae the claims made for it. promotion manager for the match ~*"* ‘ul in 1944 Agency, New York, to handle ad- carrying 1,470.7 pages in 1952 com- 
NC. company, has been promoted to Joining House Beautiful in vertising and public relations. pared with 1,410 in 1951. Living’s 
N. Y. : southwestern district sales mana- Was advertising manager of Crock- Newspapers, radio and television total pages for the two years were 
Sate = “However, at the time the sec- ger with headquarters in Dallas. ery & Glass Journal. will be used. 713.3 and 540.6, respectively. 
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Editorial-Type 
Copy Is Okay, 
Robinson Says 


(Continued from Page 2) 
of factual information used in the 
editorial technique has wider read- 
ership and greater impact than 
most conventional type ads. 

John E. Wiley, advertising con- 
sultant, told the admen that busi- 
ness executives should study “the 
bloody footprints left by their pre- 
decessors in the economie snows of 
the early 1930s, and pay particu- 
lar attention to overproduction.” 
This, he pointed out, is made up 
of many little factors: “changing 
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devices being installed in Philadelphia by | 
—- ~ City Meter-Ad Corp. of New York (AA, | 
aa a ila Jan. 12). 


consumer interests and needs; 
solescence of product pee 
prices and price lures; and re-| 
sponsibility of sales and advertis- 
ing efforts for tangible results.” 


® Business will be on the spot, 
he declared, when government or- 
ders diminish and markets must, 
be found for the resulting flood of 
|industrial products. How well ad- | 
vertising managers, agencies and | 
‘Sales managers respond to this. 
|challenge, he said, will affect the. 
jlevel of employment in the dur- 
able goods industries, which pro-| 
vide 60% to 80% of all industrial 
| jobs. 
| Dr. John R. Dunning, dean of the 
‘faculty of engineering at Columbia 
| University, who has played a lead- 
|ing part in the development of the 
| government's atomic program, de- 
\clared that “work is well under 
way to develop atomic power plants 
‘able to produce more atomic fuel 
ithan they burn.” 
He predicted that in about 15) 
‘years the effective cost of atomic 
fuel may be reduced to a figure | 
comparable with 20¢ a ton for coal. | 
'A new city or industrial area of 
‘the future, he said, will not depend 
|}on the nearness of coal, gas, oil 
‘or water power. 
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photography in 
all its phases... 


Industrial - Food 
Hill. Life . Mustvation 


|@ A panel on industrial publicity 
| brought out that a publicity pro- | 
/gram should be planned and pro- | 
jjected in’ terms of a company’s | 
| over- all marketing problem; that) 
lunplanned publicity is pitiful; that 
| publicity cannot replace advertis- 
ing, and that the best definition of 
publicity is “the right story to the 
right people in the right media at 


Panel members were Harry W. 
Smith, president of the company 
of that name, moderator; John Sas- 
so, v.p., G. M. Basford Co.; T. C. 
Fetherston, assistant manager, gen- 
eral publicity department, Union 
Carbide & Carbon Corp., and P. W. 
Swain, editor of Power. 


# A panel on agency-client rela- 
tions developed unanimous agree- 
ment that advertising budgets 
should provide for measuring ad- 
vertising results; that a time table 
schedule should be set up for 
preparation and processing copy 
and art work, and that agency ex- 
ecutives should sit in with a cli- 
ent’s executives when marketing 
plans are being worked out. 

-Panel members included Fred 
Gamble, president, American Assn. 
of Advertising Agencies, modera- 
tor; R. B. Reid, assistant manag- 
er, advertising and sales promotion, 
apparatus sales division, General 
Electric Co.; Harold Elfenbein, ad- 
vertising manager, Parker-Kalon 
Corp.; David Donovan, account ex- 
ecutive, Benton & Bowles, and R. 
D. Towne, v.p., W. L. Towne Ad- 
vertising. 

Theodore E. Alcorn, advertising 
representative of Coal Age and En- 
gineering & Mining Journal, Mc- 


Graw-Hill publications, was pre- | 


sented the IAA annual certificate 
as space salesman of 1953. 


s Officers elected for the ensuing 
year include Douglas Williamson, 
sales promotion manager, Ameri- 
can Hard Rubber Co., president; 
Alan T. Wolcott, director of media 
services, General Electric Co., Ist 
v.p.; Jones C.-Lucas, account ex- 
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B. V. D. Co. Boosts Shirts 


B.V.D. Co., Montreal, has begun 
a new series of ads for B.V.D. ny- 
lon shirts in magazines and news- 
papers, stressing laundry savings. 
Copy states the shirts pay for 
themselves in about 13 weeks. The 
Montreal office of Cockfield. 
Brown & Co. is handling the cam- 


paign. 


Reo Motors Boosts Lawn Mower 


‘ecutive, Hazard Advertising Co., 


| Angeles, has appointed Jack Stan- | 


METER ADVERTISING—This is one of the; account executive MONE 
new triangular parking meter advertising ‘previously television producer with | 


van account executive. Diane Carr, 


the right time.” 


sehen? The lawn mower division of Reo 
2nd v.p.; Richard Giovine, adver- yyotors Inc., Lansing, Mich., has 


tising manager, industrial chemi- prepared an extensive promotion 
| cals division, Commercial Solvents with ads including, for the first 


time, dealer names and addresses. 
'Four-color pages will appear in 
. — | American Home, Parade, Progres- 
3 Join Fennell Advertising sive Farmer and This Week Maga- 


Fennell Advertising Agency, Los | zine. 


'Corp., secretary. 


ley, formerly head of Jack Stan- | 
ley Productions, Los Angeles, an | 
Bob Oakley, 


Let Nationally known 
ERY on scree 
ES ‘P EOPLE 
KTTV, KLAC-TV and KTLA, all | MAKER: write your 
next sales letter. In- 
of Los Angeles, has been appointed | | Oe ae 
anteed or no cost. ne current let- 
ter for FREE repor 
Box 1184, Grand Central Station, NYC 17 


/ previously with ABC-TV, Holly- 
| wood, will head the billing depart- 
ment. 
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MEYERCORD DECALS 


for better selling store windows 


These new Meyercord Decal Window Signs are just 
two of our most recent productions for the brewing 
industry. Of course, we have room to show only 
the main identification panels; actually each decal 
sign is supplied with several associate elements .. . 
pictorials, slogan panels, blank areas and end panels 
... to make outstanding permanent window dis- 
plays regardless of the length, height or shape. 

The Miller decal signs will help this beer move 
ahead to produce even greater sales records; the 
Knickerbocker decal signs are assisting in the im- 
portant transition campaign from the original 
Ruppert name. 

These leading brewers, plus many others through- 
out the country, find the adaptability, ease of ap- 
plication and relatively low cost of Meyercord Decal 
window signs and valances the most practical win- 
dow identification. 

Write on company letterhead for full information 
about Meyercord’s Art and Design Services—and let 
us tell you how Meyercord Decal Signs can spark 
your point-of-sale program. No obligation, of course. 


ADVERTISE —IDENTIFY — DECORATE ... WITH MEYERCORD DECALS 


THE MEYERCORD CO. 


| Alakbrgest Decaleomania Manufacturers 


DEPT. D-201, 5323 W. LAKE ST., CHICAGO 44, ILLINOIS 
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DRAW ONE—Waiting for one on the house are John M. Fox (left), president of 
Minute Maid Corp., New York, and W. M. Harris, head of William Melish Harris | 
Associates, New York industrial engineer, as A. E. Stevens, Minute Maid v.p., does 
the serving. The occasion was the introduction of a new counter dispenser developed 
by Melish for Minute Maid frozen orange juice. 


National Nielsen-Ratings of Radio Shows 
— Week of March 1-7, 1953 


All figures copyright by A. C. Nielsen Co. 
Current Homes* | 
Rank Program (000) | 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2, 864) | 
1 Sees Wee CAmRCIN TONNE, GID) vsiccesisicsicsccecseiscsssscicostcsscosssessssnccasensd 8,011 | 
2 I I, CN I oo 0 ccc saksitevsaveishessteanunessasesaidadbontdpedeiivdanscuscnuerenl 6,624 
3 CGC PRG OPIY BO CIIUENGT, TORE) onssicssnscrerocessrcecossccssncsensonsnsseseosssansed 5,953 
4 ape eee, PUNE. HE TPs CD vsivcccn issn ciseesa ccncsnpcessasedsciernsencctnaie’ 5,729 | 
5 SE Fe Pe I IE istics tices eisesidscnesaccdccsacssccigpessacnedisavecsiomeentate 4,968 | 
6 IE PN OOO WINN, RMD aac gcoteivsasativocenescavchsecussssticcciastintitanrotaesated 4699 | 
4 Godfrey's Talent Scouts (Lovertipton, CBS) ........:ssccccccoscsosssasssessorersessnes 4,431 | 
8 You Bet Your Life (DeSoto-Plymouth, NBC) o............0.0..cccccccccccceeesseeeeeees .4,207 
9 My Little Margie (Philip Morris, CBS) ............... ai siibanibe Fasssitekaurenaniceecinvsenia 4,118 
10 OND Te Re RPI BOD, esiscinirtcsssasiencscvnasasseccessesscsanczessasnnconszeaeebs 4,028 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) - (1,566) 
1 One Man's Family (Miles Laboratories, NBC) ................ccccccccecesseesteeeeees 2,685 
2 News of the World (Miles Laboratories, NBC) o..............00ccccccccceeesseeveeeeee 2,596 
3 OE Ne CRE MIG FRIED spi siccsnsictcnsensnavsesavisswcsnctantonseriacenceseidberds 2,506 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,014) 
1 Arter Gedieey (HGMONG GGUlt, CBE) on... .cscsscscincescsscsssssnseasscsessvccesoors 3,580 
2 Arthur Godtrey (Liggett & Myers, CBS) .....5....6.ccccccscssscssveveseaccessscesceeooossne 3,536 
3 UNE | INE OI IIR i cd acsese as race uchas cascalevivovcasasscoessvssknionsessasleaetial 3,446 
4 Romance of Helen Trent (Whitehall, CBS) oo......0...cccccccccccccceccccceeeeseueeeeeeees 3,357 
5 Wendy Warren & the News (General Foods, CBS) ................06c00 ceecees 3,312 
6 Se a, I, Ce TOUT siacsissies cicenssccecriccsasmnassosasdepsertansosszeenesed 3,267 
7 Re Fe SN IE ba scisesshsinssensedeodennchostiesestsenesnrtaecnoptndeconsionce 3,043 
8 NN Ne SN TN isis ki sch svivdnevevnccdcasdascsnsdesvaverievtebSeaviesediansouneey 3,043 | 
9 PE ee Le MR TID Risa beshisvcsiensenstevecacsnssnsucscasichaeneiackiqnercsinaviientn 2,909 | 
10 Ne te I SEs BRD se caadssnccessacieexsscsccneniniavincaguvecasdoseosovesiabiocnsah 2,820. 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,119) 
1 The Shadow (Sylvania, MBS) .......:.cccccccsccescsesescsesesesescersesesevevevavsveevsvsveeenes 2,014. 
2 Ny ey PIE vind ida chccsen tindatbenbeeanes sthivnsdsccenseotstiindty soovdaene 1,925 | 
2 New York Philharmonic (Willys-Overland, CBS) ..............00.cccccccsccteeees 1,656 | 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,432) 
1 PE Te Re Ce TID issn sive scureacenccespadtcccarssvorexpisscevisvpienale 2,596 | 
2 Stars Over Hollywood (Carmation, CBS) ...........cccccccccececcesesseeceeeenseeeesees 2,551 
3 SO TN i I nM ass sassedinecivisstavanea duvebuondn voueadsusecniovuneubaal 2,327 


*The percentage of homes reached (‘Nielsen-Rating”) may be determined by compar- 
ing the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total | 
U. S. radio homes. 


Videodex Network TV Ratings 


; Week of March 1-7, 1953 
Copyright by Videodex Inc. 


Program Popularity Rating Total Homes Reached 
Rank Program (%) Rank Program (000) 
1 1 Love Lucy (Phillip Morris, 1 1 Love Lucy (Philip Morris, 
GN siecbirtsccapririatinicisesial 60.7 COB, GB. CII) cccccsccciecsosvecs 13,189 | 
2 Godfrey & Friends (Liggett & 2 Godfrey & Friends (Liggett & 
Myers, CBS, 64 Cities) ................ 49.3 Myers, CBS, 64 Cities) .......... 10, 129, 
3. Godfrey’s Talent Scouts (Lever- 3 Groucho Marx (DeSoto-Ply- 
Lipton, CBS, 35 Cities) ............ 44.9 mouth, NBC, 71 Cities) ........ 8,808 
4 Texaco Star Theater (NBC, 4 Colgate Comedy Hour (NBC, 
55 Cities) sbbadasrdaestuetebesesotecsodeotenved 42.7 69 Cities) PR Arte el Soe 8,803 
5 Dragnet (Liggett & Myers, 21 5 Dragnet (Liggett & Myers, 
Pein AOU MRED: nevidigseeisienncsesied A NBC, 61 Cities) coccccssecscssssn 8,416 | 
6 Colgate Comedy Hour (NBC, 
so 6 All Star Revue (Several spon- 
SIE chit eiiaaisapeseiniosinececied 40.3 pie 
sors, NBC, 63 Cities) .......... 7,923 
7 Groucho Marx (DeSoto- 77 Star Th NBC 
Plymouth, NBC, 71 Cities) ......40.2 a Sa ee Pe 


8 Your Show of Shows (Several Be RD ckctlnkendiannvtnaibonivecsees 7,587 


sponsors, NBC, 62 Cities) ........ 37.4 8 Your Show of Shows (Several 
9 All Star Revue (Several spon- sponsors, NBC, 62 Cities) .. - oe 
sors, NBC, 63 Cities) ............ 36.6 9 Pabst Bouts (NBC, 59 Cities)... 6,711 | 
10 What's My Line (Jules Monte- 10 Godfrey’s Talent Scouts levers 
alor, CBS, 4B CIMes) oecceccescsescesD Od Lipton, CBS, 35 Cities) . 6659 


‘lication. Editor will be Dean Mil- 
‘ler, and the advertising manager 
| will 
| Norwalk, Cal. 


Robert B. Grady Co., 
{to handle its advertising. 


Hereford Cow Photos Offered ‘Living’ Raises Guarantee | 

The American Hereford Assn... Living for Young Homemakers 
300 W. 11th St., Kansas City, is has raised its circulation guarantee 
offering free of charge to adver- from 400,000 to 450,000. M. S. 
tisers, agencies or anyone desiring Beggs, advertising manager, said 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


cattle pictures, a new album of the increase is retroactive to Jan. 1. Arthroht* Menvlectoring Corperetion 
photographs showing Hereford cat- He added that Living “will not 900 Kibby St., Lime, Obie, U.S.A. 
tle in various farm and ranch have a rate increase during 1953 tredemarks Rog, U.S. Pet. 08. 
scenes. Pictures from the album based on this new guarantee.” 


can be ordered in 8x10)” size, with 


'either a glossy or a mat finish at 


no charge. It nara ose a 
‘Hot Rod Gazette’ to Bow 

| The National Hot Rod Gazette, | There are over 20,000 FARM 5 
| Bellflower, Cal., a new oe 

will be issued on May 1. Tabloid | 


FAMILIES within a 50 mile radius 
of the Quad-cities — reach them 
with WHBF radio! 


WHE 7 


| size, the newspaper will be dated 
| the actual day and month of pub- 


be R. D. Specht, the Call, 


Fabrics Co. Names Agency 


The Joan Roberts cotton fabrics | 
‘division of Smitherman Cotton! 
|Mills Inc., New York, has named 
New York, 
Initial 
plans include business and trade 
publications and fashion maga- | 
zines. | 


_ TELCO BUILDING, ROCK ISLAND, van 


Another Coveted Award to WAAM 


BALTIMORE CHANNEL | 3 


In 1950: The Peabody Citation 
for the “Johns Hopkins Science Review’ 


-eeand now the 1952 


Afred FI da Bont Goward 


To WAAM’s Distinguished Staff Commentator 


GERALD W. JOHNSON 


Question: Does the fact that WAAM 
is the only Baltimore television sta- 
tion that has been honored with two 
major awards mean anything in 
particular to advertisers and adver- 


televise your live program in America’s 
sixth city. 

Don't underestimate the big differ- 
ence this can make in Results, 

The WAAM staff knows how to 
stage your commercial for maximum 
effect. And they're always willing 
and eager to pitch in if you say so. 

Drop your Baltimore television 
problem in our laps and see how 
successfully we work it out for you. 


tising agencies? 
We think it does. 


The same alert, talented staff that 
collaborated in producing two award- 
winning programs stands ready to 


Maryland's Most Honored Television Station 


‘Knickerbocker News’ Up 2¢ 

The Knickerbocker News, Al- 
pany, N. Y., a Gannett newspaper, 
has increased its single copy price 
from 5¢ to 7¢. The home delivery 
rate has been raised from 35¢ to 
40¢ per week. 


‘McCall's’ Appoints Neben 
Jacqueline Neben, formerly pro- 
motion manager for Photoplay, has 
been named fashion and beauty 
promotion manager of McCall’s. 


Simmons Uses ‘Life’ Ad 


Simmons Co., New York maker 
of Beautyrest mattresses, will mark 
the beginning of National Beauty- 
rest Month with a_ four-color 
spread in the April 13 Life. Young 
& Rubicam is the agency. 


Appoints Keelor & Stites 
Merchants & Manufacturers In- 

demnity Co., Cincinnati, has ap- 

pointed Keelor & Stites, Cincinnati, 


,as its advertising sales consultant. 


WAAM 


Baltimore 


Chan nel 


Be 


ATTILIATE DUMONT TELEVISION NETWORK — AMERICAN BROADCASTING COMPANY 


Represented Nationally by 


HARRINGTON, RIGHTER & PARSONS, INC.—NEW YORK-—-CHICAGO-SAN FRANCISCO 
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She was in no shape 
to travel... 


Did you ever notice how accurately and sometimes amus- 
ingly our clothes reflect our way of living? 


The outdated outfit shown here, for example, repre- 
sents an era of immobility. Even the fussy getups of just 
a few years back reflected a certain stodgy staidness that 
has disappeared in recent years. 


Just look at our clothes today. By their names alone 
you can tell America has enjoyed a big change. We have 
casual clothes, play clothes, sportswear, travel togs—all the 
gear that symbolizes our new leisure and our delightful 
new mobility. 


Holiday magazine, of course, reflects this change to 
pleasurable, more mobile living. In fact, Holiday is 
pleased to be the one magazine which, in the past seven 
years, has provided the major impetus to this exciting 
phenomenon. Holiday is particularly pleased that its 
860,000 families are the leaders of the big change—the 
kind of influential people who enjoy “everyday holiday 
living” and encourage millions to do the same. 


These families are a big reason why so many adver- 
tisers use Holiday to sell their products. A big reason, too, 
why Holiday has become the most successful new maga- 
zine of our time. 


Yes, Holiday’s in fine shape to fashion sales gains for 
many an advertiser. 


HOLIDAY MAGAZINE 


A CURTIS PUBLICATION 


...its readers are leaders 
of the big change in American living! 
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